






Se; tember, 1921 15 Cents 


Jobbers a 


A human- interest monthly journal 
Sor wide-awake ‘electrical “salesmen 











“The Return To Prosperity” 


An Interview with Frank V. Burton 
By FRANK B. RAE, Jr. 


“Increasing Appliance Sales” 





Aind dozens of other helpful suggestions 
for the man who sells 





~~. Columbia 








The old reliable Columbia “Ignitor” 


Dry Cell 


Great Demand. The pioneer dry cell. 
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Columbia Line starting ignition, motor boats, lighting, blast- 


ing, etc. 
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Columbia Battery 
Columbia advertising is now B i New 2-cell battery in moisture- 
at its height. Dealers are be- proof container—proving exception- 


: 4 ally popular device for simplifying 
ing kept informed of the ad- doorbell r.:pair work and for call sig- 


vertising by a series of broad- nals, heat regulators, and any use 
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capacity; also create new cus- Outfit 
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Complete assemblage consisting of 12-foot 


New products marketed—de- lamp cord, 1 six-volt 2-candlepower Mazda 


: _ lamp, 1 combination socket and switch, and 
veloping new fields of useful sliding hook from which to hang the lamp. 


ness for dry batteries. Packed in attractive carton, ready for imme- 

. . diate use. Recommended for use with Colum- 
Lowered ag — yryg ons bia “Hot Shot” Battery 1461, 1561, 1562, 2462, 
capture the lancy o ot or 2562. For lighting tents, cottages, barns, 
dealer and consumer. 


National Carbon Company, Inc. 
Cleveland, Ohio 
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NEXT MONTH 
HE retail trade in general 
is preparing for a prosper- 

ous Christmas season. Manu- 
facturers, jobbers and dealers 
unite in predicting there will be 
plenty of money for useful gifts. 

The extent to which the elec- 
trical industry participates in this 
season’s business, depends entire- 
ly upon the aggressiveness of 
the retailer, jobber and manu- 
facturer. Household electrical 
appliances make ideal gifts. 
Sales and merchandising meth- 
ods comparable with the depart- 
ment stores and other wide- 
awake merchants are necessary 
however, before the electrical 
dealer will come into his own. 

Now is the time for jobbers’ 
salesmen to prepare their trade 
for the Christmas season. “What 
to do and how to do it,” will 
constitute the basis of our Octo- 
ber issue. There will be con- 
structive ideas that will help ev- 
ery salesman, and the manufac- 
turers will co-operate to help us 
make this the banner year. 

* 8 @ 

N the current issue we start an import- 

tant series of interviews with prominent 
manufacturers. These interviews, secured 
and written by Frank B. Rae, Jr., will 
deal with the important business problems 
confronting the industry. The _ interview 
for next month is with Harry Bliven. 
Don’t miss it. 
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Number Six of a Series 


The Switch That Popularized 
A Number 70-50 


In every part of the country—over the electri- 
cal dealers’ counters,—in the supply jobbers’ 
order departments,—in hundred thousands of 
homes,—‘‘C-H 70-50" has become synonymous 
with “Convenience Switch.” 

These C-H Switches have passed into the 
homes through a number of channels,—on the 
cords of electrical appliances furnished by elec- 
trical appliance manufacturers of national repute 
and have been individually installed by electrical 
dealers on a half million cords. 

In some localities dealers have sold quantities 
of 70-50’s by means of house-to-house campaign, 
installing the switches on cords already in use. In 
other localities excellent profits have been made 
by canvassers who sell new cords equipped with 
connector, attachment plug, and 70-50 switch. 


- 


Not Only for Household Appliances 
Other appliances on which C-H 70-50 Switches 


are installed as standard equipment include cigar 
lighters, advertising signs, air purifiers, cloth cut- 
ters, developing machines, drink mixers, envelope 
sealers, juice extractors, fans, hair clippers, med- 
ical apparatus, sterilizers, moving picture ma- 
chines, electric pianos, electric grinders, drills, 
soldering and branding irons. 

To increase dealer sales, metal display cabi- 
nets with glass tops are available. If you do not 
know about these cabinets ask your sales man- 
ager. 


THE CUTLER-HAMMER MFG. CO. 


New York Chicago Boston Pittsburgh Cleveland 
Philadelphia Cincinnati Detroit St. Louis San Francisco 


Works: Mi.waukee and New York 


CH Soverly Fifty 
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The Return to Prosperity 


Frank V. Burton Says Each Individual Must Decide When It is 


RANK BURTON is a checker-up. I know, because 


Time for Him to Go to Work on the New Basis 


By FRANK B. RAE, JR. 


Here’s an idea worth chewing over. [| think that most 


he used to check me up in the old days. Give Bur- of us have expected the resumption of business to be like 


ton a fact or a figure and he holds it in abeyance 


until he can verify it 
with an adding ma- 
chine, an encyclo- 
pedia and an applica- 
tion of the well 
known acid test. I 
emphasize this char- 
acteristic of Burton's 
so you will under- 
stand that he is not 
a loose talker. He 
cares nothing for the 
sound of his own 
voice. He is what 
might be called ge- 
nially hard boiled, if 
you get my drift. 

“When will busi- 
ness be normal?” I 
asked, by way of op- 
ening the conversa- 
tion, 

“What is normal?” 
ic replied, Yankee 
fashion, 


“T don’t know.” 


“Neither do I, so I can’t say when business will get 


that way.” 


time to go to work on the new basis,” continued Burton. 
‘Each man must dee’de when it is time for him, per- 


mally, to buy.” 











HEN the editor of Jopper’s SAtesMAN asked me to write this 
W series of articles, neither he nor | had any very clear idea as 

to how they would come out. In a general sort of way we felt 
that we ought to take the muzzle off the manufacturers and let them 
help us solve the business problems which, at this writing, have driven 
most of us to a state of jibbering incoherence. 

“Manufacturers,” said the editor, “are smart hombres. They do a 
nation-wide business and have a broader perspective on electrical con- 
ditions and problems than any jobber can hope to have. Let's see 
whether we can’t chisel a few bright ideas offn them.” 

Pil admit I was skeptical. I recalled the story of the vacuum 
cleaner manufacturer who attended a funeral in Ohio. After the 
minister had eulogized the deceased, he asked whether anyone else 
cared to speak. There was a long silence. Finally the manufacturer 
arose: “If nobody else has anything to say,” he began, “I'd like to 
make a few remarks on the merits of the Whozis Vacuum Cleaner.” 

“We've all been too suspicious of manufacturers,” continued the edi- 
tor, who evidently read my thought. “We sort o’ expect that every 
time a manufacturer opens his mouth he will either solicit an order 
or recite an advertisemeni about his goods. That may have been true 
years ago, but not any more. Today the manufacturers are a fair, 
keen, clean crowd of he-ones, and I think that Josper’s SatesMAN will 
be doing a real service to its readers by getting their ideas into print.” 

Whereupon I took my notebook and started out—and I may as well 
place in the record at once that 1 found more concentrated common 
sense and helpfulness in what these manufacturers had to say than 
from any similar tour of interviewing. I hope you enjoy ‘em as much 


as | did.—The Author. 




















a very grand and gorgeous parade—a line of mounted 


cops to clear the 
road, an imposing 
drum major leading 
a band playing “We 
Don’t Know Where 
We're Going but 
We're on Our Way,’ 
and then all the 
trades and industries 
marching, smiling 
and happy in 
straight ranks with 
every man in step. 
What a fine thing it 
would be if business 
could resume like 
that! All we'd have 
to do would be to an- 
nounce in the news- 
papers, “The Pros- 
perity parade starts 
promptly when the 
whistle blows. Line 
of march from Defla- 
tion Garbage Dump 


to Normaley Square!" 


The joke is, that most of us more than half expect 


something of this sort actually to happen. We expect a 
“Each individual must decide for himself when it is miracle. We are sick and lame now, but on September 


Ist or some such date, we expect to throw away our pills 
and crutches, bound out of the hospital and into the prize 
ring, and knock old Kid Hardtimes for a row of shanties. 
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We do not realize that the period of convalescence must 
intervene. 

Frank Burton’s hunch is that the period of conva- 
lescence is over for some of us and will last a long time 
with others. It all es a ee 
depends upon the in- 
dividual. The main 
trouble right now is 
to persuade the well 
folk that they’re not 
flat on their backs 
with an_ incurable 





disease. This is a 
job for jobbers’ 
salesmen. 

“The big oppor- 
tunity in the elec- 
trical field right now 
is the wiring of old 
buildings,” says Bur- 
ton. “The difficulty 
in the way of this 
work is to ‘sell’ the 
opportunity to the 
contractors. Contrac- 
tors, like all the rest 





Frank V. Burton, 
General Sales Manager, Henry D. Sears, Boston. 


are electrically on the same road. But the way it must 
start is through personal and individual effort. It won't 
happen because Congress passes a law, nor because the 
Federal Reserve System changes its discount rate, nor be- 
cause Lloyd George 
q recognizes the Irish 
Republic. It will 
happen when, some 
determined salesman 
goes out all by him- 
self and puts it over 
in his own little ter- 
ritory. This is not 
the only existing op- 
portunity for busi- 
ness, of course, but it 
is one. Burton thinks 
we should fly at it. 
So do I. 

The farm plant 
business is coming 
back. Farmers, as 
you may or may not 
know, are down to 
brass tacks and are 
ready to begin the 


of us, have been Mr. Burton, in addition to his manufacturing experience, was engaged in the forward march. They 
; = “ jobbing business for over six years, hence his views as set forth in this interview : 
spoiled. They see 1n- are affected by a certain amount of understanding of and sympathy with the got an awful bump 


dustrial plants that 
are overbuilt and consequently idle, and they know they 
can’t get work in that direction. They see the utter 
collapse of home building and they know they can’t get 
work there. So they are sitting down in idleness waiting 
for some sort of a boom. 

“There isn’t going to be any boom, as I see it. On the 
contrary, business is going to grow gradually. Pretty 
soon it will grow so big as to make 1920 look like a locust 
year in Kansas. But it will be gradual, and it will grow 
as each man decides that it is time for him, individually, 
to get busy.” 

“The wiring of old buildings is a logical place for a 
good many contractors to start—wherever there is any 
reasonable percentage of unwired houses, as in the case 
in the east and south. Rents are high: that is one big 
factor in the situation. ' Study the conditions in almost 
any city and it will not take a smart man long to see both 
the opportunity and the way to turn that opportunity 
into cash. 

“The central stations can be induced to help. Most 
of them have power capacity for sale now, and they must 
sell it at the highest procurable rate. They are out for 
business which will pay a profit over present and probable 
high costs of operation. And since there is little new 
home building going forward, they can be induced to help 
stimulate the wiring of old buildings. Some of them are 
already doing it very successfully.” 

Burton has no idea that there will be any nation-wide 
movement toward old building wiring business to sweep 
the electrical industry on to prosperity. He sees it as 
an individual opportunity. If one jobbers’ salesman in- 
duces one contractor to stir up one wiring job, then that 
contractor is started toward normalcy. If a hundred job- 
bers’ salesmen induce a hundred central stations to put 
on housewiring campaigns, then a hundred communities 


problems which confront the jobber and his salesmen. 


this past year, but 
they are still doing business at the old stand. The lead- 
ing financial and business paper of the country says 
that “everywhere there is a general belief that with the 
gathering of the crops there will come greater purchasing 
power to the farmer,’ but while this generally is true, 
conditions are so checkered that here as elsewhere the 
business of business-getting is an individual problem. 
For some salesmen, there are opportunities for rural 
business, for others, not. Each man must scan his own 
territory with his own eyes and act by what he actually 
sees and knows. 

“Salesmen have been spoiled,’ declared Frank Burton, 
in summing up, and then he went on to explain: It isn't 
that we have grown soft and lazy, as so many assert; the 
trouble rather is with our point of view. We have grown 
to depend upon outside forces instead of forces within us. 
We depend upon a building boom to give us orders for 
wire and pipe and fittings, and when the boom collapses 
we collapse with it, instead of turning our energy and 
ingenuity and bull-dog determination toward creating other 
sources of business, such as old house wiring. We depend 
upon a bumper crop or a farm-loan law to give us rural! 
business. We depend upon Henry Ford’s fantastic poli 
cies to give us automobile accessory business. We de 
pend upon Congress, the weather, Sam Gompers, a soldier 
bonus, the stock market, Volstead, railroad rates, Babe 
Ruth’s record and the statistics on movie attendance, to 
give us orders or to serve us as alibis for our not getting 
them. We've become so accustomed to having the peaches 
and cream handed to us in a silver dish that now, when 
they’re no longer forthcoming, we roar about the servic« 
instead of hunting up a peach tree and a cow. 

It is distinctly up to the jobbers’ salesmen to recognize, 
(Continued on page 79) 
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How to Sell Factory Lighting 


Lower Labor Costs, Possible with Good Lighting, is Just as Important Today 
as Increased Production was a Year Ago 


By W. E. UNDERWOOD 


DDIE CANTOR says, “If there ain’t no hell, 
E please tell me where business has gone.” There 

are any number of salesmen in the same frame of 
mind. You can see them and hear their wails on any 
Pullman car or in any hotel lobby. 

On the other hand, every once in a while you run 
up against a salesman who isn’t hollering, who hasn’t 
had to sell his car and who admits he is still doing busi- 
ness at the old stand and bringing in the orders as 
regularly as ever. And if you probe into the matter a 
bit farther you find you are talking to a pretty clever 
bird—one of those rare sales animals who can shift his 
sales attack to meet conditions. When one line of appeal 
in getting sales loses its power, he casts around and finds 
another which will turn the trick. 

After interviewing a number of these salesmen who 
somehow keep right on selling when most salesmen ap- 
pear to be down and out, one inevitably concludes that 
most business hasn’t gone to Hades after all and that 
selling today is largely a matter of getting away from 
last year’s selling arguments and finding arguments or 
sales presentations that will fit the conditions of today. 

Narrowing the thing down to the sale of better lighting 
to factories, we find the identical situation is true. Some 
lighting men are making sales every day. Others are 
wearing out shoe leather without getting within gun-shot 
of an order. 
or money tightness or limited production. 


It isn’t primarily a question of territory 
Simply it is, 
how do you go about it to make an industrial lighting sale? 
If you do it one way you get orders—if vou do it another 
way you get nothing. 
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You remember the days when Weber and Fields and 
thousands of stage comedians went great as “Heinie and 
Louie,’ German slap-stick artists. Then came the war 
and Heinies were no longer popular even on the stage. 
Versatile actors got hep to themselves at once and 
changed their acts. They blacked up or swung over to 
Irish or Wop dialect and continued to draw down a pay 
check every night as usual. The duller fellows didn't 
savvy what was wrong—tried to sell their ““Heinie”’ stuff 
When they 
finally wised up to what was wrong they couldn't do any 
other kind of an act and so had to go to work as waiters 


to the vaudeville managers and couldn't. 


and plumbers and such-like plebian occupations. 

We are seeking a similar process in selling factory 
lighting. A year ago every factory manager was willing 
to give his eye-teeth to increase production. All you had 
to do was to show him how better lighting would turn 
the trick and you had his order to go the limit. It was 
so easy that anybody could get away with it. Put a 
green bookkeeper on the road and he could sell pretty 
nearly as much lighting equipment as an experienced 
lighting salesman. 

But, today, the song and dance about increasing pro- 
duction is the last thing in the world that a factory ex- 
ecutive is interested in. With a quarter or a third of his 
plant absolutely idle, he finds he is still making more 
stuff than he can sell. The one and only thing that hits 
him where he lives is how to cut down the cost of pro- 
duction. And the canny lighting salesman has simply 
laid away on the shelf his old spiel on increased produc- 

(Continued on page 60) 
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More Vacuum Cleaner Sales 


What Manufacturers Are Doing to Help Increase Your Business— 
Tremendous Sales Possibilities Shown 


LECTRIC vacuum cleaners and washing machines 
E come practically under the same category, yet to 

properly ferret out the sales possibilities of both 
it is essential that they be treated separately. Let 
us in this discussion consider only the vacuum cleaner, the 
great-grandchild of the broom and the grandchild of the 
carpet sweeper. 

The vacuum cleaner without question is, in the public 
mind, one of the most popular and best known of elec- 
The public’s cognizance of its utility and 
need alone is one of its greatest assets as a quick and 
Hundreds of thousands—yes, mil- 
lions of dollars spent in its promulgation have made 


trical devices. 


consistent seller. 


it so. 


But placing the electric vacuum cleaner in the hands 
of the housewife and making her a satisfied user is a 
task not without its problems. The outstanding trouble 
or fault in the present method of making her such seems 
to be, not in any mechanical ill, but in the presentation 
or sales talk of the salesman—as is the case with washing 
machines. Too much stress has been lait upon mechanical 
features, upon mechanical or other defects and what 
a competitor's machine will not do rather than upon 
what the machine being sold will do. 

Another trouble, not so inherent in electrical establish- 
ments as in former years, is the stocking of several com- 
peting makes of machines by one firm. This naturally 
causes Mrs. Housewife some bewilderment and as a re- 
sult she leaves in confusion with her purchase unmade. 
One machine is thrown up against the other with the 
result that she knows as much at the conclusion of the 
demonstration start. Couple this with the 
knocking of the brush type of machine or vice versa it is 
no wonder her brain is befuddled over this electrical labor- 
saving device. “Why not spend some time in choosing 
ene make of machine, sell yourself on it thoroughly and 
proceed to do likewise with the prospect?” Put this 
question up to friend dealer and see that it soaks in. 


as at the 


As in the case of every labor-saving device the buyer 
of a vacuum cleaner should be told what that particular 
make of machine will do for her and how near it -ap- 
proaches perfection in the removal of dirt not only from 
rugs but the many other things it is designed to do. 

One manufacturer says that the user should be guided 
by six cleaning points which every good machine should 
embody. The six requisites are: first, it must really clean 
without scattering dust in the room; second, it must pick 
up lint, threads, hairs, etc., without injury to the carpet; 
third, it must save moving heavy furniture—be so con- 
structed that it can be pushed under the average piece of 
furniture; fourth, it must be able to clean in corners; 
fifth, it must have attachments for cleaning everything, 
and sixth, it must be as light in weight as possible. 


Appliance salesman can use as a lesson the experience 
of the automobile salesman. When the motor car first 


came out, salesmen approached their prospects with talk 
on the special clutch, new type of transmission system, 
ball and socket gear shift and other mechanical features 
about which the ordinary layman neither knew nor cared 
nothing. But when the automobile distributors finally 
came to the realization that it was comfort, pleasure and 
health that the buyer was interested in he relegated his 
other useless chin-chatter to the discard and as a conse- 
quence has made the automobile one of the most desired 
of all conveniences. It is but a matter of correct sales- 
manship and advertising to place the vacuum cleaner in 
the same category. ‘ 


Manufacturers are increasing advertising appropriations 
yearly to stimulate the required desire in every household 
and are continually working to devise more effective sales 
methods for the benefit of the jobber, jobber’s salesman 
and dealer. We have made an effort to condense some 
of these for hurried perusal. 


One manufacturer employs a speed guessing contest in 
which the guesser tries to determine the speed of the 
motor-driven brush. Unique ideas are daily being formu- 
lated and offered for more attractive and productive win- 
dow displays. 


Says another manufacturer: “We send two or three 
salesmen to a dealer, or a prospective dealer, in small 
towns. The men stay with the dealer for a period of 
about four weeks. During this time through an organized 
campaign carefully worked out in details, these men go 
out after the business. They show the dealer and his 
salesmen the detailed ‘how’ of it. They show him the 
most effective kind of newspaper advertising. They also 
decorate the windows and instruct his sales force in the 
proper kind of sales demonstrations. As a result of this 
intensive work, through these carefully trained salesmen, 
the dealer sees the possibilities of this work and when 
the month’s period is up he carries on this work perma- 
nently. 


“This campaign was developed on the premise that 
over 60,000,000 of our people live in the country and 
small towns and also on the premise that the electric 
vacuum cleaner manufacturers, during the past years 
have concentrated by far their largest sales efforts on 
the big cities, passing up this very productive and fertile 
field which we are now cultivating to our profit and to the 
profit of our distributors and dealers.” 


Another large manufacturer thinks well of the house- 
to-house method and co-operates with as many of his 
jobbers who will in putting this measure into effect in a 
productive way. The jobber under this system travels crews 
of house-to-house salesmen who work for and through a 
local dealer. The campaign lasts probably one, two or 
three weeks depending on the size of the town and the 
dealer gets a commission on each vacuum cleaner sold. 


(Continued on page 66) 
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“Movie” of a Vacum Cleaner Demonstration 





First Steps tn DEMONSTRATING A VACUUM CLEANER TO A PROSPECT 


Jobbers salesmen are not usually called upon to sell directly to the consumer, still they should be thoroughly versed in retail 
sales methods in order to properly instruct the retail salesmen. Here is shown in progressive steps the demonstrating methods 
of a successful vacuum-cleaner salesman. 1.—Explaining oiling of motor. 2.—Demonstrating operation of machine. 
3.—Showing hose attachment and explaining cleaning principle. 











Arter ArovusinGc Prospect’s Interest TuHeseE Pornts Witt Create Desire or Prospect To PurRcHASE 


4.—Explaining action of nozzle on surface to be cleaned and contrasting with action of broom. 5.—Explaining how effect- 
ively dirt is removed without possibility of clogging nozzle. 6.—Finally showing how easily bag is removed and dirt emptied 
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More Washing Machine Sales 


A Discussion of the Outstanding Features of This Business from the 
.Standpoint of Sales Possibilities and Methods 


N connection with the subject of marketing washing 

machines from the manufacturer to user through the 

channel of jobber and dealer there seems to be two 
outstanding cardinal features or, to be more explicit, we 
might say contentions as to what should be done to net 
the jobber and dealer a fair profit or reward for mer- 
chandising and distributing this form of electrical equip- 
ment. 
saying to the jobber and dealer, “Increase your turn- 
over or volume of business through promotional work 
and creative selling;’ while the jobber replies, “We 
need a larger margin of profit.” 

It is not the purpose of this article to discuss margins 
and profit; therefore, we will discuss something more 
along the lines of the former subject—“How can the 
jobber do a big business in washing machines in 1921 ?”— 
by amalgamating the sales plans of the various. washing 
machine manufacturers who market their product through 
the jobber. 

In the distribution of washing machines there is ever 
the eternal triangle: jobber, dealer and user representing 
The big problem before the jobber 


The manufacturer, in many instances, has been 


the three apexes. 
and manufacturer is to place as many machines as pos- 
sible in the hands of the consumer by means of the most 
economical and quickest method. Though the general 
plan is the same each manufacturer employs some rami- 
fication of the general scheme. 

By virtue of the age old truth that a mechanic cannot 
also be a salesman, manufacturers and jobbers up to the 
present time have been experiencing some difficulty in 
creating the volume of business that is desired and may 
be expected. Manufacturers with the aid of jobbers’ 
salesmen have been attempting to make merchants out 
of former contractors with varying success. Recently, 
however, several large washing machine producers and 
jobbers have instituted a plan for training salesmen whom 
later they will establish as dealers. 

Then, other manufacturers are employing both men 
and women demonstrators who follow the salesmen and 
( This 


plan is practically the same as that employed by some 


demonstrate the machine after it is delivered. 
vacuum cleaner manufacturers.) These demonstrators 
then work in conjunction with the jobber and dealer. 
And, too, some manufacturers count mainly on national 
advertising and the work of their salesmen with the 
jobbers’ salesmen to move a volume of machines. 

To get to the nub of the matter it is necessary to dwell 
on three vital factors in the problem of washing machine 
distribution that must first be taken into consideration 
when looking for a market and attempting to reach it. 
Since there is some dissension in the field as to whether 
a good job of distributing is being done let’s see what is 
the matter. 

The first factor is that of competition. No matter what 
we think we'll grant for argument’s sake that there’s 
room for all the manufacturers in the field. There are 


some 110 manufacturers each producing ramifications of 
either the cylinder, oscillating, dolly, or suction type of 
washer. One would naturally think that washing ma- 
chine salesmen would dwell on what the washing machine 
will do rather than its mechanical features but right 
there is where the fault seems to lie: instead of telling 
the prospective buyer how economically and well his 
electrical washing machine washes clothes and at what 
a saving of backaches and labor, the salesman spends his 
time in telling the prospect what’s wrong with the other 
fellow’s. The salesman selling the cylinder type pans 
the oscillator; the man selling the suction type throws 
hammers at the dolly type and vice versa. 

The housewife is not a mechanic, never was and never 
will be, and, though there are some women with M. E. 
and E. E. degrees, few of them want to be. What they 
want to know is: “Will this machine wash my clothes 
clean and what will it save me in time, labor and money?” 
She does not care a rap about the eccentric, the phosphor 
bronze gears, the wonderful new metal in the bearings or 
whatever the mechanical advantages may be. It may 
be all right to inform her of these things after she is 
sold or tell them to her husband, but first, “What will 
it do?” 

And by the same token the dealer wants to know what 
the machine will do, what it will net him and ‘what are 
you going to do to help him put it across? 

Secondly, we have the problem of finding dealers com- 
petent enough to do a good job of merchandising washers 
and willing enough to put forth some constructive effort. 
Jobbers and manufacturers both are saying much of the 
fallacy of thinking that every contractor can be molded 
into an experienced merchant. As a result some manu- 
facturers have gone around the block to steer clear of 
the electrical dealer in order to place his wares in a 
drug, hardware or department store. This, also, has been 
done with varied success but with a good deal of dis- 
approval on the part of the majority. In Detroit can 
be found a shining example of this procedure where a 
large jobber is using a department store and two chains 
of drug stores as the principal outlet for both his motor- 
driven and heating appliances. He reports excellent 
success and ‘cannot see the electrical dealer” as it were. 
The keen observer will note that this is not the only city 
in which drug stores are displaying washing machines. 

In harmony with the somewhat general antipathy 
toward the electrical contractor-dealer’s handling wash- 
ing machines, one enterprising jobber in the Middle 
West has employed an expert salesman of long experi- 
ence in both retail and specialty selling. It will be the 
duty of this man to hold sales instruction classes in the 
demonstration and sale of washing machines and vacuum 
cleaners and then to go out on the job with the men in turn. 
It is the ultimate hope and plan of this jobber to estab- 
lish the best of these men in the retail appliance business 


(Continued on page 80) 
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“Movie” of a Washing Machine Demonstration 


| 

















Here ARE THE STEPS IN A WASHING MACHINE DemonstTraATION THAT Witt “Seiv” tHe Prospect 
1.—Explaining general features of machine and cylinder construction. 2.—Explaining the wringer. 3.—Explaining 


safety features. 4.—Explaining driving mechanism and control. 
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Training the Prospect to Say “Yes” 


Here is a Simple Stunt That Helps Bring About the Meeting 
of Minds Necessary in Effecting a Sale 


ECENTLY your reporter overheard a veteran spe- 
cialty salesman instructing a newcomer in the elec- 


trical jobbing field in the art of closing a sale. 


Now there is a bit of a knack 
that has to do with elesing a 
sale, and many salesmen ac- 
quire it with difficulty; some 
never do become proficient, For 
that reason, “Old Timer’s”’ re- 
marks upon the art of closing 
are given here verbatim. 

“No matter how good a new 
appliance or piece of equipment 
may be,” said “Old Timer,” “‘it 
has to be sold. Later on, meb- 


By INTERVIEWER 








HIS is the eighth 

of a series of twelve 
pertinent pointers on sell- 
ing picked up by our 
workers in the field and 
done into this form 
by Interviewer. The next 
article will appear in an 


lot'of problems—lath, to stick to the figure—that must be 
attended to before Mr. Dealer can say yes wholeheartedly. 
And unless I start handin 


g him those lath to break from 
the very beginning of my inter- 
view—well, then, I must hand 
‘em to him in a bundle at the 
end. And then what happens? 
“Mr. Dealer tells me that 
he’ll ‘think it over,’ and for me 
to drop in later. He means it, 
too, for it takes more quick 
thinking than he cares about or 
is capable of to handle those 
problems in rapid-fire fashion, 
with me standing there waiting 




















be, when customers get the hab- early issue. 
it of handling that something or them? 


other, they may come around to 





for him to say yes, or no. So he 


Do you like 
spars for time to think things 

















the point of buying it freely, 
just like any staple. In the 
beginning, though, you’ve got to sell ‘em—they won't 
go down to the station with a brass band to meet you and 
hand out the order on a silver salver, neither. 

“Now mebbe I’m wrong about the way I size up this 
matter of closing a sale, but, if so—well, it’s payed well 
then in my case to follow a wrong idea. For I’ve sold my 
share of goods a full plenty, I have. And as I see it the 
best way to make a workmanlike job of closing a sale is 
by commencing to close it a long ways before reaching the 
point of actual closing. 

“Let’s imagine a typical case, and use that as an exam- 
ple. You're out to make a market for the New ‘O!-Be- 
Joyful Washer.” You know—does all that any other wash- 
er will do and serves as a handy place in which to store 
things between wash days. 

“Now you, yourself, are sold on this new washer up to 
your eyebrows, and all that sort of thing. Price to the 
public is right; dealer has a good margin; and the sale 
and financing plans are bang up. Everything in your fa- 
vor, in other words. 

“You go in to Mr. Dealer all cock and primed to make 
him crown your canvass with success by saying yes. A 
little word, yes. But a mighty big one for the dealer to 
say, when all that’s involved is properly considered. 

“Now trying to have the dealer say ‘yes’ at the end of 
your talk and all at once like, can be likened to handing 
him a large bundle of lath and having him break them all 
at once. He can’t, and you cannot make him. But you can 
easily have him take those lath one at a time and break 
“em. 

“Well, that’s the plan on which I set about closing a sale, 
especially when selling something new. I know there are a 


——| over leisurely and in his own 
a way, by saying he’ll ‘think it 
over.’ 

To begin with, I get him in the yes-ing mood, by asking 
him, first off, a few little questions that cannot very well 
be answeerd except by ‘yes.’ Showing him the photograph 
of whatever it is that I’m selling, I call his attention to 
the good points in the design and say: ‘That’s a pleasing 
design, isn’t it?’ 


“e 


“Now observe that I suggest the answer to my question 
by the way I ask it; only a grouch or very self-opinionated 
individual could well say no. Then‘a little later on, but 
not so close together as to make my purpose apparent, I'l] 
ask a few more questions calculated so as to make him say 
yes. For instance—‘That’s a good idea, isn’t it?—The 
mechanism is very simple, isn’t it?>—That’s a strong talk- 
ing point, isn’t it?’-—And so on. 

“While I’m talking with him, I try to figure out what 
business points in connection with my proposition will 
come in for the most serious consideration by my prospect. 
And as fast as I can I take those up and discuss them, 
showing our reasoning upon each. Then I sum up the 
argument by a question calculated to get a yes out of him 
—for instance, ‘We've been fair to the point of liberality 
in that respect, haven’t we?’ ”’ 

“The big virtue of my plan is thisg By the time I reach 
the end of my talk and the need tePrasding my prospect 
say the ‘yes’ that means business, I’ve already got him 
committed a good deal more than half way. He is used to 
saying yes and agreeing with me, and—Well, what’s one 
more ‘yes’ between friends!” 





We should be as urgent in the matter of our customers 
getting full value for their money as we are in the matter 
of collecting full payment. : : : : 
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Is the Retailer a Worker? 


OLSHEVISM didn’t waste much time on the mer- 
chant. It 


“burgeois,” confiscated his goods and savings, put 
him in jail, or stood him up against the wall before a 


firing squad. So- 
cialism, Commun- 
ism and Radicalism 
generally advocate 
the elimination of 
the merchant as “a 
parasite on the 
workers.” They do 
not admit that he 
does anything use- 
ful, much less any 
“work.” Of course, 
even in Utopia, the 
products of the 
“workers” will have 
to be distributed 
somehow, but those 
who propose a new 
millenial world by 
revolution say, 
vaguely, that this 
will be brought 
about through great 
State depots for 
goods which will 
supply the ‘“peo- 
ple.” 

M anu facturers 
are among those 
who question the 
merchant’s status 
as a “worker.” 
Through their own 
outlet stores and 
other devices, some 
of them are bent 
upon. eliminating 
the broker, jobber, 


retailer and “middleman” generally. They assure the 
public that his profits are an unnecessary addition to the 


cost of living. 


That the retailer does something very closely resem- 
bling work can be ascertained by anybody who wants to 
make a few simple tests for himself. One way is to get a 
job as a clerk in a retail store, unpack cases of groceries 
and lug them to the shelves, pull down twenty pairs of 
shoes to satisfy a whimsical customer, check and wrap 
diversified department store purchases, or balance the 


Here is a Defense of the Dealer Which Every 


decided 


Salesman Should Study 


By JAMES H. COLLINS 


straight off that he was 


clothing, furniture, coal. 

















James H. Collins 


HIS is the third of a series of important 
articles by the well known writer on busi- 
ness subjects. In this article Mr. Collins 
points out, graphically, the service per- 
formed by the dealer, effectively answering 
the arguments, frequently advanced that he 
can be dispensed with. 
Another article by Mr. Collins will appear 
in an early issue. 














cash in a butcher shop late Saturday night. Even sim- 
pler, make a resolution to carry home for a week every- 
thing you purchase at retail—groceries, vegetables, meat, 


“So here’s a toast, 
boys, raise your 
glasses 

Work is the curse 
of the drinking 


classes!’ 


So runs the old 
English Sentiment. 
Far from being a 
stranger to it, work 
is the retailer's 
curse. Investigation 
in lines like gro- 
ceries, meats, bak- 
ing, drugs, hard- 
ware, clothing and 
furnishings show 
that the average re- 
tailer works longer 
hours than  any- 
body else. The 
wage earner, accus- 
tomed to an eight- 
hour day, would re- 
bel at the retailer’s 
twelve to fifteen- 
hour day—in many 
cases a seven-day 
week. The farmer 
may work longer 
hours in summer, 
but seasons are all 
the same to the re- 
tailer. The wage 
earner has one sim- 
ple task, with little 


responsibility. The farmer has more responsibility and 
more diversified work. But the retailer must be a sales- 


man, purchasing agent, financier, credit man, collector, 





complaint bureau, bookkeeper and roustabout, and a 
safety valve for the public’s ill temper, changeability, 
aches, pains and mistakes. 

Assume that everything a grocer sells averages ten 
cents a pound, 30 per cent gross profit, 10 per cent net 
profit. With daily sales of $100, he earns $10 for himself. 
In a year, he must handle 150 tons of stuff five or six 
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times—unpack it in the store room, carry it to the shelves 
and bins, weigh out bulk goods, take down package goods 
to fill orders, check up and account for each customer’s 
purchases, and deliver them to her kitchen. 
individual purchase will seldom exceed 25 
of flour or half bushel of potatoes. 
by the There is washing and wiping to be done 
where goods are soiled through breakage, 


The largest 
pounds—a sack 
Many articles are sold 
ounce. 
with dusting, 
inventories and vigilance to detect mistakes and thefts. 

Work? After investigation, government agents declare 
the average retailer works so hard that he is too busy to 
sit down and see whether he is making or losing money. 
Menaced by competition, he tries to do twice as much 
work as two men, and work twice as long. Many schemes 
have been devised to eliminate him—co-operative, self- 
serve, cash-and-carry. In the end, with no rent to pay, no 
deliveries, and much voluntary work by members or cus- 
tomers, these schemes show savings of hardly 10 per cent 
off average retail prices. That is, they eliminate the re- 
tailer’s modest livelihood, leaving an irreducible margin 
of 25 per cent expense, which represents just plain Old 
Man Work. 

Some manufacturers have successfully established their 
own retail outlets. But how many chain stores would it 
take to distribute the most popular dollar watch, with its 
50,000 retailers? Or the most popular package mint, 
which has one distributor for every one hundred and twen- 
ty-five persons in the United States? 

For real distribution, the far-sighted manufacturer 
wishes there were more retailers, instead of talking about 
eliminating any. And this is especially true in the elec- 


trical industry. When the leading package mint concern 
discovered that there were too few candy stores in the 
country to keep a factory busy, it bid for the spare time 
and teamwork of men in seventeen untapped fields—bar- 
bers, restaurant keepers, news dealers, proprietors of 
shoe-shining stands and so forth. 

When Andrew Carnegie was a telegraph messenger in 
Pittsburgh about sixty-five years ago, a rich man threw 
open his library of four hundred books to “workers.” 
Young Andy loved books, but the librarian declared that 
he was not a “worker,” and refused to lend him a volume 
a week. Only when he wrote a letter to a newspaper was 
this decision changed. 

The retailer is not simply a worker, but a producer. 
He may not change the form of the commodities he han- 
dles, but, like the railroad employee, he takes them from 
the places where they are to the places where they are 
wanted. He is a producer, and without his service of dis- 
tribution, production in the manufacturing sense would 
be of little use to mankind. 

Socialists and parlor Bolshevists can talk about elim- 
inating the retailer without much harm—their arguments 
are academic. For the manufacturers to talk about elim- 
inating the retailer, however, is different, and has done 
real harm in many cases—but seldom to the retailer. 
Others step in to replace commodities withdrawn by the 
manufacturer who has decided to break trade lines, and 
he is usually the fellow eliminated. 

There is just one way to eliminate the Tetailer, either 
in every-day business or after a radical overthrow—that 
is, to eliminate the work he does! 








OW is the time to 
N interest customers 

in replacing old 
electrical equipment with new and up-to- 
date types and designs while they have 
time to install it and prepare for the big 
business that is surely coming. 

Pick out some one line which has a large 
field but has not been thoroughly sold to 
your customers and the trade. Take for 
example, safety switches, on which there is 
an unlimited field and an actual need. 

Thoroughly study your territory and 
likewise study the present uses your cus- 
tomer may have for the material or think 
up new uses. You should have no trouble in 
convincing your customer that by installing 
this new material at this time it will not 
only be economical but it will also boost his 
output. Get on your toes and thoroughly 
analyze your prospects and start after this 
business before some one else beats you 
to it. 





Grasping the Golden Opportunity 


By MARTIN A. OBERLANDER 


Supply Sales Manager, Western Electric Co. 


There are a num- 
ber of other lines that 
have similar opportu- 
nities. Put on your thinking cap and you 
will soon locate them. Concentrate on one 
of the lines, you will be bound to get orders 
which your competitor is overlooking. In 
other words, ‘‘Seek and thou shalt find.” 

Yes, the World’s War is over but we 
have instead a business war of competition 
and we must seek new fields for our prod- 
ucts. There is business to be had and if 
you will work hard enough you will find it. 
There is a use and a need for electrical ma- 
terial in almost every corner of the earth, 
for every possible line of trade or industry 
and in the home. It is up to you to show 
the other fellow where he can make a sav- 
ing by installing electrical apparatus for 
old types of equipment. 

Pluck up your courage. Now is the time 
to really prove your worth and show that 
you are made of the REAL STUFF! 
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Pictorial Review of Electrical Developments 
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Bandits look out! Here is a new bank 
messenger’s satchel equipped with loud 
bell, which is operated by push button 
in case of attack. 


rr aere 
Two of the four 8000-horsepower motors for pro- 
pelling the new U. S. S. Washington, recently 
launched by the Navy. 


Very attractive lighting effects have been obtained in the 
electric fountain, installed in New Orleans, La. 








This electric seat indicator tells at a glance Emergency wireless balloon which was part of the equip- 
which seats are occupied, thus aiding ushers in ment of the ill-fated ZR-2. 


seating patrons in theatres. 
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Pictorial Review of Electrical Developments 








@Underwood & Underwood: 


This invention beats perpetual motion. The curious looking gen- 
erator on this electric vehicle is said to generate electricity which 
propels this car. “Current is taken from the air,” says the inventor. 


©Keystone View Co. 


A wireless “dog” used in making experiments 
with wireless control of torpedoes and boats. 





©@Kadel & Herbert. 


New use of colored light in motion-picture studio 
produces new scenes without scene-shifting. 





@Wide World Photos. , ©International. 


Electricity has found its way to the nursery. Electric Receiving apparatus for reproducing photographs 
toys have an unusual appeal to the kiddies. transmitted by wireless. Machine is reproducing photo- 
graph of President Harding. 
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Pictorial Review of Electrical Developments 





River at Great Falls. 
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Wrecked German submarine serves as bath house 


at English seaside resort. 








©/nternational. 


©Kadel & Herbert 


R. A. Lundquist, who has just been 
@Kadel & Herbert. appointed chief of the newly created 
electrical machinery division of the 


Dam and generating station of the Montana Power Co., on the Missouri Bureau of Foreign and Domestic Com- 


merce, Department of Commerce. 


ate dus 








Window display of EMF Electrical Year Books by 
Illinois Electric Co., Chicago jobbers. 









©Kadel & Herbert. 


Telephone exchange in Tokio operated entirely by Japa- 
nese girls. 
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A Page of Unusual Vacuum Cleaners Uses 














The electric vacuum cleaner not only affords a practical means 
of cleaning the sidewalk in front of a store, but its use attracts 
a lot of attention, as well. 

When the youngsters want something new (lo 
play with, rig up a toy balloon and a_ celluloid 
doll and let the blower attachment of the cleaner 
he assistant nurse 


Nothing is quite so effective or so hands Cleaning the basement is ordinarily a dirty job, as every husband 
as the vacuum cleaner for removing dust’ knows. But when a vacuum cleaner is used it’s no job at all, even 
from clothing. Here’s an idea for clothing for the lady of the house. 
stores and cleaning shops. 





























salesman: 
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A New Sales Plan for Fixtures 


Prominent Manufacturers Co-operate in Opening Up New Possi- 
bilities for Manufacturer, Jobber, Dealer and Public 


ERY interesting and far reaching possibilities are 


in this movement that has just been inaugurated 


in the field of electrical fixtures. 


from manufacturer and job- 
ber to public, stand to be 
benefitted. Wishing, there- 
fore, to secure the facts at 
first hand, an interview was 
sought with Mr. Sidney T. 
Beatie, at his New York of- 
tice at 224 Fifth Avenue. 
Mr. Beatie began by ask- 
ing if I knew the business of 
fixtures intimately. In about 
the same sense that a _ re- 
porter is familiar with the 
doings at Newport and Palm 
Beach, he was told—only as 
an onlooker, that is to say. 
“I’m sorry for that,” he 
said. “Otherwise, taking 
vou into the adjoining dis- 
play rooms and pointing out 
the new relationship — be- 
tween prices and quality 
that our plan makes possible, 
would supply the gist of the 
matter at a glance.” 
‘However, you haven't a 
fixture buyer’s understand- 
ing of prices and values. It 


All concerned, 





SIpNey ' 


strikes me, too, that there probably are many jobbers and 


their salesmen who are not one hundred percent posted on 


conditions within the fixture industry. So suppose we go 


to the other extreme, and I'll explain the plan to you as 1 
would to one not in the electrical field at all. That will 
be the surest way to make thoroughly clear just what it is 


that we have done—what do vou sav?” 


Shoot !—I said. 


“Now the rule is, as I understand it, for the manufac- 


uch for it. 
r it: > 


‘Here, Mr. Salesman, 


urer who has made something or other to say to the 


what I have 


made and it’s made thus and so and I want so and s9 


Now go out and bring home the money 


Frequently, however, that something or other has been 


‘“signed and fashioned by a man, or men, without a con- 


ete knowledge of trade requirements— 


and therefore, 


ithout true understanding of the wants of the ultimate 


usumer. The product, therefore, while perhaps repre- 





’. BEATIEF, 
Manager R. Williamson & Co., Chicago 





in Lighting Fixture Business 


An Interview With Sidney T. Beatie 


senting something the public may want, or buy, is not 
actually suited to public needs—like selling a ten-room 
house to a man who wants and can only afford one of six 
rooms, and persuading hin 
to rent out the surplus 





rooms.” 

“Our plan is diametrically 
opposite; to interpret the 
wishes of Mr. and Mrs. 
Public to the man ifacturer, 
to act as a buyer for them. 
Mr. and Mrs. Public are the 
bosses of us ail anyway; and 
it is only by pleasing them 
that manufacturer, jobber, 
dealer, and the hest of spe- 
eialists that thrive by serv 
ing one or the other of them, 
can continue in business and 
prosper.” 

“So you see, from the 
salesman’s point of view. 
I'm not a salesman and 
never have been. I'm a 
buyer, and Mr. and Mrs. 
Public employ me to act as 
their representative and 
buyer with those who make 
or raise the things I’m com- 
missioned to procure. That's 
the principle. It works; | 
know, for I have tried it out thoroughly and successfully 
in other lines, before bringing it to bear upon conditions 
as I found them in the lighting fixture business.” 

“I was, in fact, expeunding those principles before busi- 
ness bedies at the time when approached by R. Williamson 
& Company and invited to make them applicable in the 
lighting fixture industry. Finally we came to an agree- 
ment regarding a program that would serve jobber, dealer 
and public. The plan is now in operation, having with 
stood the acid test.” 

“To begin with, some of the best designing and engi- 
neering talent in the lighting fixture industry were put on 
the job of analyzing the precise wants of Mr. and Mrs. 
Public. Those findings were then reduced to a working 
basis. The lighting fixture industry was then surveyed 
to locate the manufacturers best equipped to give service 
in supplying fixtures of the types and styles decided upon, 
quality of materials, finish, workmanship, service, price 
and reliability all being considered, of course.” 
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“Bear in mind that it has not been an easy thing for a 
manufacturer to earn the right to supply us with one or 
more of the types of fixtures decided upon. There were 
many conferences, some of them lasting until the wee sma’ 
hours. A group of capable manufac- 
turers, the cream of the field, in conference. One man 
declares his belief in his factory being best able to supply 
a certain number. Well, the others did not lie down 
tamely and allow him to have things his own way; he had 


Picture the scene. 


to prove his point to the satisfaction of all present.” 


“Having won the right to make a certain number for us, 
En- 


gineers then went into his plant and studied his process 


that manufacturer's troubles were only beginning. 


of manufacturing to discover where it could be bettered 
and speeded up and lost motion and wastage eliminated. 
Then he was required to estimate on capacity output, and 
to figure, too, by the way, with a mighty sharp pencil. 
Get that point; it’s a vital one.” 

“Mind you, it hasn’t been a common thing in the past 
for lighting fixture factories to work regularly on a 
capacity basis, or to concentrate to any extent on one or 
a few units. The aim, rather, has been to create a ‘line,’ 
which usually results, in any field of manufacturing, in 
lost motion, augmented overhead, and other detriments. 
What Henry Ford has accomplished through concentrating 
on one type suggests the opposite and better side of the 
picture.” 

We have 


Come into this 


“Now, here's what we have accomplished. 
improved quality and economized in costs. 
next room now and I'll show you.” 

I was shown all right, but the trouble is that I’m not 
Mr. Beatie is not 
quite ready to have all the facts made public. However, 


permitted to repeat all I was told. 


it may be possible to give one illustration that will serve 
to suggest the other accomplishments. 

I was shown a fixture of a type that is frequently em- 
ployed as a basis in talking prices on a line of fixtures 
and that had been procured for purposes of comparison. 
Even to my layman’s understanding it appeared a tawdry 
thing, a combination of steel and white metal, with a fin- 
ish imparted by spraying and spotting it with so-called 
high lights. Then I was told the lowest wholesale prices 
possible to obtain on that fixture in large quantities, and it 
was enough and then some, the Lord knows! 

Then I was shown a fixture of the same general style— 
but, different. All brass it was, with a plated finish of 
the same high quality that goes with the most expensive 
fixture. The designing had been refined—less ‘“‘ginger- 
bread”’ and more real art in the lines. The price quoted 
me was less, considerably less, than the lowest figure men- 
tioned in connection with the atrocity that this new unit 
replaces. The proof was conclusive. 

That, I was told, typifies what has been aimed at 
throughout this entire assembled line that has been got 
together to meet the actual needs of Mr. and Mrs. Public. 
Just in that connection, I heard, too, of a manufacturer of 
the class who turn out “junk” who was so flabbergasted 
when he learned of the prices at which this organization 
is preparing to offer real fixtures of the type of which his 
are but sickly imitations, that he offered to burn his cata- 
logs, shut down his factory and buy a stock of lighting 
fixtures from them. 

“There is a pathetic side to that incident, I dare say,” 


observed Mr. Beatie, “but such a manufacturer has onl) 
himself to blame. For had he been putting conscientiou, 
effort, and,: withal, intelligent effort, into his product— 
well, his might have been among the factories selected to 


supply our wants. Anyway, our responsibility is to Mr. 


and Mrs. Public, and they are ‘fed up’ on the abortions 
to be found serving as lighting fixtures in so many houses 


and apartments.” 

“Usually a so-called cheap fixture is one made after 
stock design, or after patterns made by a man who work 
ing as a designer because the job pays so and so much « 
week, rather than through any love of his work—his heart 
is not in his work. Whereas, by this plan of ours, th« 
most inexpensive fixture in our line embodies the best 
thoughts and efforts of the most capable designers on our 
staff, and they represent the cream. No man attains pre 
eminence in his work without his heart be in it.” 

“What I have told you,’ continued Mr. Beatie, “ex 
plains the basic principles upon which our plan is founded, 
and may be summed up as follows: First, an assembled 
line of fixtures selected with careful and intelligent refer 
ence to public tastes and requirements, each number repre 
senting the best of designs, materials and workmanship, 
and priced on a capacity-production basis. Second, our 
offering constitutes a ‘line’ that any jobber or dealer ma) 
be proud to handle, and which he can handle successfully 
in the face of any or all competition. Third, there cannot 
ever be any serious competition by an individual manufac- 
turer, for if his product or a certain number thereof is 
good enough to compete with our offering—well, it logi- 
cally then belongs in our line. And we'll be able to buy in 
sufficient quantities to insure the price being right. 

“A sales staff numbering eight salesmen is a big organi- 
zation to represent any individual fixture manufacturer. 
Our line, on the other hand, will be carried to the trade 
by an organization of thirty-five men trained not only in 
selling fixtures, but equipped also to assist the jobber or 
dealer with his problems in connection with the handling 
of the line. Furthermore, instead of a buyer having to 
make his selections from the offerings of all manufactur 
ers, depending, too, upon his own understanding of public 
tastes in making that selection, he has, by our plan, an 
opportunity to skim the cream of the entire fixture market 
at one sitting. 

“From the very start we have had the electrical jobber 
in mind as a logical co-operator in the work of placing 
these fixtures in the homes by the most direct, satisfactor) 
and economical means. And the advertising appropriation 
that has been made, together with the plans afoot for 
spending it supply a very good guarantee that the jobber 
will find the task of passing the goods along to the deale 
an easy one—profitable, too. Of course, if the jobber or 
dealer prefers to buy any of the products made by the 
manufacturers in our organization from them direct h« 
can do so just as in the past. Our advantage is in buying 
on a capacity-production basis, and in passing that benefit 
along to the jobber and dealer. 

“Another advantage to the jobber that merits mention 
is this: Our representatives will carry actual samples in 
specially fashioned trunks, and wherever possible the en- 
tire dsplay will be shown in a suitable room. Our cus- 
tomers will not be required to select from photographs or 
catalogs.” 
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MEN YOU SHOULD KNOW 


Eugene A. Rumsey 


HERE is a theory, among students of character, 
that the characteristics of the superior are re- 
flected unconsciously by his subordinates: in their 


attitude towards their work 


President, Rumsey 
Electric Co. 


that he took the course in mechanical engineering, spe- 
cializing for two years in electrical subjects. And, in 
accordance with custom, the college president, during the 

course of his remarks to the 





and methods of accomplishing 
it the measure of their superior 
is revealed. 
truth of that theory is for each 
to determine according to his 
lights. There is, though, an- 
other way whereby the man 


However, the 


who directs a business does in- 
terpret himself in terms that 
all who run may read—in the 
structure, that is to say, that 
he fashions to house his busi- 
ness activities. 

Now, viewed from the out- 
side, the building at 1007 Arch 
Street, in Philadelphia, might 
easily be passed by unnoticed, 
unless one chanced to be seek- 
ing the Rumsey Electric Com- 
pany, and was on the lookout 
for that number. But if it 
were possible to remove the 





front of that building, as is 
done with the toy houses for 
baby dolls, laying bare its 
many inside advantages—well, 
the tendency then would be to stop, look and approve. 
For this man, Eugene A. Rumsey, has gone to unusual 
lengths to incorporate in that building just about every- 
thing the reasonable soul that loves comfort, sanitation 
and efficiency could wish for. 

Applying that rule of judging a man by the building he 
keeps, it will be necessary to infer some rather flattering 
things about the Rumseys. (This article, by the way, 
properly deals with Eugene A. Rumsey, but his brother, 
George A., Jr., knows a thing or two himself regarding 
the expansion of the business from the small rooms in 
which it started twenty-five and more years ago. Eugene, 
of course, plays the up-stage part in sketch, but he, him- 
self, would be the first to say that their venture would 
not have panned out so successfully had his brother not 
been in the cast. So the reader will please understand 
that while he is being informed about Eugene A. Rumsey, 
he is learning in a general sense about the brother also— 
about the entire Rumsey organization, in fact. They all 
had a hand in the things that make this building of theirs 
stand out so in electrical jobbing circles. 

When the sheepskins were presented to the graduating 
class at Cornell, in the year 1890, one bore the name of 
Eugene A. Rumsey. Degrees in electrical engineering 
were not given there in those days, but his diploma states 





Evcene A. Rumsry 


graduating class, assured them 
that “the their 
oyster.” But— 

realized that the 


world was 


Rumsey 
opener he had received, in the 
form of a college training, re- 
quired tempering in the fires 
of practical experience before 
it could be counted on to pre- 
vail against the hard shell of 
this old business world of ours. 
So he followed the well beaten 
trail to Schenectady, N. Y. 
We may leave him there, in 
imagination, for the next few 
months, while he acquires 
practical experience in various 
departments of the great Gen- 
eral Electric shops, as synon- 
omous with Schenectady as is 
Schlitz with Milwaukee—and 
a heap sight more enduring. 





Wire testing, armature wind- 


ing, and other such useful 


things were included in the 
training he received there. 

So far as his plans for the future went, the end of his 
stay at Schenectady was not even in sight at that time. 
But perhaps Nature intended that he should be a jobber 
and would brook no change in her ultimate plans, 
although it is to be said that his plans were not at that 
How- 


ever, his health commenced to go back on him, making 


time running to the jobbing end of the industry. 


outside work advisable. 

Perhaps destiny had nothing whatever to do with that 
little flurry of sickness; probably it emanated directly 
from the change from college routine to that of the 
workaday world. But who is there that knows to a cer- 
tainty? Anyway, he found outside employment with a 
contracting firm—electrical, of course—at Wilmington, 
Delaware. 

His duty was to go out on the jobs with the men 
and make use of his technical knowledge to suggest the 
best methods of carrying on the work. But before long 
the firm failed; another entangling alliance that might 
have kept him out of the jobbing business was severed. 
Then he assumed charge of the meter department, and 
acted as general trouble man, for the Wilmington City 
Electric Company, remaining in that work for two years 
But again that inarticulate urge got busy, and 

(Continued on page 74) 


and more. 
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It's Happiness, According to 
Taste, We All Strive for 


Look at Life as a Business 
Proposition 


By Dr. FRANK CRANE 


IKE has been called all sorts of things. 

Life is a dream, a gambling game, an op- 

portunity from which to get all the fun 
and the least pain possible, a probation pre- 
paratory to the next life, a vale of tears, and 
30 On. 

Suppose we consider 
life as a busisess proposi- 
tion. Look at it from a 
practical, profit-and-loss, 
shrewd and commonsense 
viewpoint. 

Very well. First, what 
can we get out of it? Only 
wages. There are no en- 
dowed and ___ privileged 
ones, all are day laborers; 
for every one, when the 
work’s over, must leave 
all he has gained and go 
back to that nothingness 
from which he came, as 
stark naked and poor as 
when he arrived. All the 
billionaire gets out of life 
is exactly what the brick- 
laver gets, his board and 
clothes and amusements. 

What is the wage of 
Life’ Life’s pay is hap- 
piness. On Life’s book happiness is credit and 
unhappiness debit. 

It’s happiness we all strive for, of one kind or 
another, whether beer and cakes or turtled 
feasts, overalls or dress-suits, pinochle on a 
cracker-box or stock gambling on the market, 
social distinction, wealth display, political suc- 
cess, intellectual achievement—it’s all happi- 
ness, according to taste. 

How is happiness to be secured, how can one 
be sure to get his pay’ By finding out what he 
really wants. This is not so easy. Most people 
work a lot for. what they think other people 
think they want. 


How can one find that out? By experiment, 
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trying out various activities until he finds the 
one in which he can most enthusiastically ex- 
press himself. 

Also by ascertaining those forms of pleasure 
that are frauds and bring on misery. ‘The con- 
clusive argument against drunkenness, licen- 

tiousness, and the like, is 
that they are swindles, 
gold bricks; they promise 
joy and pay suffering. 

How should one get his 
pay? Every day. Not at 
the end of the task. Un- 
less every day brings its 
satisfaction, vou are cheat- 
ing yourself. 

How can one tell what 
sort of things pay and 
what sort do not pay? By 
the collective experience of 
mankind, and by accepting 
the guidance of reliable 
teachers. 

What does the cumula- 
tive experience of mankind 
show? ‘That only those 
acts which are fundament- 
ally just, fair, honest and 
kind are those that in- 
variably pay. 

Why work! If it’s happiness that is our 
wage, why not eat, drink, and be merry; why 
not loaf and play? Because human beings are 
so constituted that they secure the maximum of 
satisfactory self-expression only by doing some 
part of the world’s work. 

What we call goodness more than pays every 
day, it leaves something over, a deposit in the 
happiness bank, which becomes a reserve fund 
from which we draw dividends. The good are 
the happiness capitalists. The bad are the hap- 
piness spendthrifts. 

Why not approach this matter of good and 
bad, conscience or self-indulgence, as a business 
proposition / 


Dr. Frank Crane. 
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Look Ahead to Fall Business—Stock 
Cozy Glow Now! 


The fact that Cozy Glow sales are sea- Westinghouse Agent-Jobbers 


sonable is no reason for waiting until Acients. Ce. Gita Sehern Bette Co 
fall to stock them. ee ss eee ee 


Butte, Mont., The Montana Electric Co 


Now is the time to make your sales Cincinnati, Ohio, ‘The Johnson Elvetric Supply 
ie Cleveland, Ohio, The Erner Electric Co 
plans and map out your advertising for Denver, Colo tine & Smelter Supply Co, 
: re roit. Mich., Commercial ‘lectrie Supply ¢ 
Cozy Glow Business that will come erg rhe dey al 


bs a Houston, Texas, Tel-Electric Co 
with the first chill of October. Indianapol's, Ind., The Varney Electrical Supply ¢ 
Jacksonville, Fla., Pierce Elec trig C 
Kansas City, Mo., Satterlee cers etric 


Advertising in the Saturday Evening Los Angeles, Cal.’ Illinois’ Rlectri a” 


Post will carry a sales message to your Wiwtubee, Wik Jus Andeae & Song © 

“Ww aven, Conn., Hesse & L a Co 
customers. Tie your local campaign Ne Panty "Minit kistiie aulymen 
to this national advertising. Our fold- Oanoms. City, Okie. United Bletrie Co 


ers and window cards are all ready for Putaburgh Pa. bins Ee alae 

Ze ° e rtlar Ore., obes Supply &% a 

distribution. Get set now. amen Shs Taree ‘ ee 7 
Salt Lake City, Utah, Intermountain Electric ¢ 


O d f l] su ] earl San nag Cal., Electric Rwy « —_ Supply ¢ 
e Scranto Pa., Penn. Electrical Engineering 
J or your a PP “4 y Seattle “Wash. Fobe Supply Co 
Sioux City, lowa, The McGraw C 


Your Agent-Jobber will supply you. Sokane, Wash., ‘The Washingtan Electric Supy 
St. Louis, Me., Central Telephone & Electric ¢ 
St. Paul, Minn., St. Paul Electric ¢ 


Westinghouse Electric and Mfg. Co. aca ba vi _ iH . oo oe Ae og Electric Supply 
al wo a a., Piere Elect 
Mansfield Works Mansfield, Ohio Tulsa, Okla., United Electric Co 
Washinsten, D. ( . Carr ME 
Wichita, Ka United 'E le “( ‘ 





| Westinghous Se 
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Simplicity And Stock Economy 


will be realized in Selling 


Cutter Holder-Socket-Reflectors 
This 


t 


OOOO ee 


Standard keflector-Socket 


Plus any of these three 


See 
e 
Retlocae 


RLM Standard Dome 
Type Reflector 


—constitute a complete reflector unit— 
a unit that will efficiently meet every 
requirement. 


Illuminating engineers recognize that only the RLM Dome, Bowl and Angle types 
of reflectors are necessary for the proper directing of light to meet every com- 
bination of industrial requirements. 


Other things being equal, TURNOVER increases as it becomes possible to do the 
same or more business with a reduced stock investment. In this important item 
of turnover, jobbers and dealers handling the Cutter industrial line, are enjoying 


added profits. 


Simplicity in the Cutter line makes it possible to carry at a moderate investment, 

an adequate stock to cover nearly the whole Cutter catalogue listing. This means 

that as orders come in they can be shipped from stock. Back-ordering with its 

delays and complications is avoided. Your service is improved and your prestige 
enhanced. 








In the development of the Cutter industrial line, the requirements 
for efficient merchandising as well as efficient illumination have been 
taken into consideration, 


Westinghouse Electric and Mfg. Company 
George Cutter Works 
South Bend Indiana 


Westinghouse 
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Adventures of Hardluck Sam 


Our Hero Helps Hatch a Heap of Trouble 


EAR PHIL:— 
I guess it will sound like a fairy tale to you. 


Can you picture old Hardluck without a care in 
the world, the Golden Touch a mere habit, and everything 
coming his way? The jack poured in like requests for 
free samples, I was getting so many orders I didn’t have 
time to copy ‘em decently. People pointed me out on 
the street as a super-salesman, and my new nickname was 
“Whirlwind.” 


Good clothes on my back, a fat roll in my jeans, debts 
paid, a welcome everywhere I went, and the old Hoodoo 
laid to rest forever and ever. Can you imagine it? Well, 
neither can I, for just then I woke up, with the rain 
blowing in on me through a broken window, a taste in 
my mouth like a blacksmith’s apron, and the clerk of the 
Star Prairie Hotel pounding on my door. “Six o'clock, 
Mister, breakfast in thirty minutes, B. & O. to Pana at 
seven-five !”’ 

I laid there like a corpse for a few minutes, and, be- 
lieve me, if they’d of had gas in that hotel, you'd be 
reading my suicide in the papers, instead of this letter. 
I got up at last, but couldn’t eat no breakfast, and passed 
up the train. I was sitting in the office, wishing they 
would decide to enlarge the Army again, when a quiet 
looking old duck glanced at my price-book and asked: 
“You in the electric game, brother?” “Yes,” I answered, 
mighty short. ‘Well,’ he says, “My name’s Adams, lived 
here all my life, deacon in the church and all that, and 
I'd like a little information.” 

I settled myself for the torture to come, and told him 
to shoot. ‘“‘Do you know of a heater,” he asked, “that 
will give 160 degrees Fahrenheit when enclosed, without 
danger of igniting -er-gasoline fumes, for instance?” I 
come to with a jump. “Do I?” I says, “I’ve got the very 
thing—space heaters.” “How much?” he asked. “Three 
berries each,” I says, “one or a million.”” He never batted 
“Tf they'll do the work,” he says, “I know where 
I need about two hun- 


an eye. 
vou can sell a thousand of ‘em. 
dred of ’em myself.” 

ZING! I thought of my dream, Friday night dreamed 
and Saturday told, is sure to come true, though ever so 


old. Then I asked him when I could demonstrate. ‘‘Me 
and a couple of friends is in on this,’ he says, “‘it’s 
incubators and brooders, and we’re keeping it dark. We 


will give a few of these heaters a test and if they will 
deliver the goods, we will buy lots more soon. We will 
iced a mess of other electric stuff later.” 

I rushed the order in, and the next Thursday I was on 
deck, Adams’ house was across the alley from the church, 

id on the back of the church lot was a brick garage 
with a sign over the door: “Adams & Gore, Incubators 
\ Brooders.” We carried the heaters into this dump, 
“hich was full of incubators. 

Adams said he would hook up the heaters, and I could 

me over in the evening and see how they turned out. 
‘le gave me a list of the other junk, wiring, lights, and 


burglar alarm stuff, so I could figure it up, and when 
I left, I was as happy as a jay-bird in June. 

When I reached the shed that night, Adams, Gore, and 
two others was waiting for me. He says everything was 
Jake to make the test, but we would have to go below 
where the wiring was. He opened a trap-door under the 
work bench, and we all skinned down into the cellar. 

Except for a lot of wiring and switches on the walls, 
the cellar was bare. There was a pair of steps to an 
outside door, and another door in the wall. They fooled 
around a while before throwing in the switches, then 
Adams and Gore disappeared through the inside door. 
Pretty soon Gore stuck his head out and said they would 
report in a few minutes. 

While we was waiting, we heard a noise at the outside 
door. Then a crowbar sunk into the wood and the door 
began to yield. The two with me rushed to the door 
where Adams was and pounded on it. Then the three of 
us made a break for the trap, but before we could reach 
it, it bust open, and a hand came through with a gat in it. 
“Stick ‘em up!” says a voice. Did I put ’em up? Say, I 
scraped cobwebs off the ceiling! 

About this time, BAH-ZOOM!!! the promised report 
came in an explosion that rocked the building. Out shot 
Adams and his pal, their coat-tails on fire, a lap ahead of 
Just then the outside door flew open, 
and that was my cue. There was three of ’em there, with 
guns, but I went through their legs. One of ’em took out 
after me, and boy, in the first fifty yards he'd like to have 
burned me up with that automatic! 


a sheet of flame. 


I couldn’t figure why I was only making forty-five an 
hour till I discovered I had one foot through an old bed 
spring. I shook that off in the alley, and went over the 
top into somebody's back yard. Bulldog. Back into the 
alley, and the constable nailed me for a flock of shooting 
stars. When I come up for air, here was Adams and his 
crowd in handcuffs. 

Well, Phil, here I am, in the Star Prairie City Jail, 
bounded on the north by the dump, and on the south by 
the rock-pile. Neither Alice nor the firm will raise a finger 
to save me from the gallows, and Phil, if you'll get me out 
of Star Prairie before they turn Adams loose, I'll never 
step foot on church property or enter another cellar again 
as long as I live, so help me the corner of State and 
Madison! 

Deacon in the church! 


STILL! 


Har! Har! Phil, it was a 
Yours for Joliet, 
Sam. 





Modern definition of an optimist: A man who carries 


a corkscrew in his pocket 


The real purpose of education is not to give informa- 
tion, but to give people an understanding that will enable 
them to use information. : : : ; : 
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Jobbers Policy 


Consider for a moment the Williamson Jobbers Policy 
and the Williamson Plan for the Dealer—a combination 
of merchandising methods that opens up new avenues 
of profit for both Dealer and Jobber at the same time re- 
ducing sales costs—speeding up turnover and increasing 
profits. 


This plan of group merchandising insures daily volume 
production at a minimum of cost to the manufacturer, 
which will bring to the ultimate consumer lighting fixtures 
of the highest order of design and workmanship to meet all 





requirements, and at the most attractive prices ever 


offered. 


The Williamson Jobbers Policy is new in the annals of 
fixture manufacturing and merchandising. A selected 
list of progressive jobbers throughout the country have 





been, and are now being chosen to carry a comprehensive 
line of Williamson Fixtures in stock. 


R. WILLIAMSON & CO. 


Lighting Fixtures 
New York | Chicago San Francisco 
224 Fifth Avenue 601 Washington Blvd. 711 Mission Street 


ASSOCIATED FACTORIES: 


St. Charles Fixture Mfg. Co. Robert Findlay Fixture Co. Bayley & Sons, Inc. R. Williamson & Co. Robert Phillips Company, Inc 
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Williamson Plan 


The Dealer, in turn, secures advantages impossible with 
the old method of merchandising. He buys at “short 
range from his local jobber. He buys in small quantities 
only as often as necessary to replenish depleted stocks. 
He keeps his capital liquid for expansion and development 
instead of tying it up in merchandise. This method of buy- 
ing in small quantities from the local jobber means more 
sales on smaller capital, quicker turnover. Each invested 
dollar works harder and earns larger dividends. 


The Williamson Jobbers Policy and the Williamson Plan 
for the Dealer have been carefully worked out in detail. 
If you are interested in sharing in the profits which their 
up-to-date merchandising plans assure each and every one 
of our associates, permit us to lay the plans before you in 
detail. Doing so costs nothing nor are you obligated in 
any way. Write or wire now—while the proposition is 
fresh in your mind. 


R. WILLIAMSON & CO. 


Lighting Fixtures 


New York Chicago San Francisco 
224 Fifth Avenue 601 Washington Blvd. 711 Mission Street 


ASSOCIATED FACTORIES: 


St. Charles Fixture Mfg. Co. Robert Findlay Fixture Co. Bayley & Sons, Inc. R. Williamson & Co. Robert Phillips Company, Inc. 
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OW I LANDED 





Little stories of 
unusual sales ~as 
told by salesmen. 


Bought a Razor Blade 


ILL JONES was a new prospect, 
having just bought a hardware 
store in my territory. He was one 
of these chaps who proceed to get very 
busy when a salesman calls, going 
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Askep For Razor BLapeEs 


back to his office and getting busy with 
his books like a Chicago banker. I 
had had previous experience with him 
and never could get him out of his 
shell. 

The other day I called on him 
(watching my chance to catch him 
alone) and said, “Bill, got any Gillette 
razor blades?” 

“All I need,” he says, “too busy to 
talk to you today.” 

“Have you them for sale?” asks I. 

“Why sure, did you want to buy 
some ?”” 

“Certainly,” I replied. 

You should have seen him come out 
of his shell. We went over to the case 
and he said, “How many?” 

“One,” says I. 

“One!” said he. “You must be crazy. 
Why not a dozen?” 

“Well, Bill, as a matter of fact you 
have only a few blades in stock and I 
would not want them all.” 

“Yes,” he says. “that’s right. my 
stock is down. You can send me 10 
gross.” 

“Sorry, Bill, but I am not selling 
razor blades.” 

He took a good square look at me 
and says, “What the hek is the idea? 


Why all the talk? Do you want to buy 
any blades?” 
“Sure,” I replied, “give me one.” 
This he did and after I paid him for 
it he looked at me and said, “‘Will you 
kindly tell me why you bought just 
one blade?” 








VERY salesman can 

profit by the experience of 
the other fellow. Fighting 
salesmen have contributed 
these two pages of sugges- 
tions from the firing line. 
We pay five dollars for every 
letter giving an account of a 
sale made under difficulties 
—and what sales are not 
made under difficulties? 
Help the good work along by 
sending in accounts of your 
sales. 








“Sure I will. Listen, Bill, you have 
the reputation of being a tough one for 
salesmen to approach for you will 
never see them. This is just a little 
experiment on my part to get you out 
where I could talk to you. You thought 
I wanted to sell you razor blades, 
while I do not sell them at all. What 
I did want to do, though, was to get 
you out where I could talk to you 
about dry batteries, and my little 
scheme has worked so well that I may 
want to work it somewhere else and 
buy more blades there.” 

Well, it amused him and he extended 
his hand and said, “Shake, now come 
back in the office and tell me all about 
those ‘Gillette’ batteries.” If I told 
you how long I was there you might 
think I was loafing on the job, but Bill 
had all the time in the world to give 
me. 

When I left we were the best of 








friends. I had a nice order, and Bill 
told me it would not be necessary for 
me to talk “razor blades” to him next 
trip. A. H. Lane. 


* * * 


Couldn’t Freeze Him Out 


EADING an account of overcom- 

ing a grouch brings to my mind 
a similar incident which occurred not 
long ago and in which I figured. 

As was the case in the story I read, 
some one in our house had implanted 
cause for a grouch under the skin of 
the purchasing agent of one of the 
largest concerns in my territory and 
as all manner of correspondence had 
failed to smooth things over I was, of 
course, delegated to get on the job 
at once. 

I don’t recall how I got into the 
sanctum sanctorum but I did. A most 
disheartening scowl and _ grumble 
greeted me on making myself known. 
(I was new on that territory at that 
time.) The venerable p. a. scarcely 
looked up from his work and little 
was said except that I told him I 
had dropped in to make his acquaint- 
ance and see how things were going. 
He didn’t act overjoyed at making 
my acquaintance. The air was pretty 
chilly but I managed to get through it. 

Upon leaving I realized that I 
would not be able to get in again if 





Lert Brier Case 1N OFFICE 


I did not resort to some ruse to do so, 
so when the p. a. wasn’t looking I laid 
my brief case where he wouldn't 
see it. 

The next day I came again and 
before anyone could stop me I bolted 
into his office. ‘How did you get in?” 
he snapped. 

“I only wanted to get my brief 
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The New Wiremold BENDER is a 
very light but very husky little hand 
tool that bends or offsets Wiremold 
on close, easily fished radii with only 
a fraction of the effort required for 
1/5" conduit. 

If your jobber has not yet received his shipment 
of Benders write us and we will see that you are 


supplied. 
es THE Above is an actual photograph of typical 
AMERICAN WiReEworD ComPANY bends made with the New Wiremold 
HarTroro.Conn BENDER in the new building of the 
: 7 sie Philadelphia Electric Company, Phila- 
WirenozD A Flat Pipe for Surface Wiring delphia, Pa. 
Slip Joints. No Threading 
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case,” I said, “which I forgot yester- 
day.” Being in, I forced the conver- 
sation, asking him for the pleasure of 
his company at dinner that evening 
as I was alone in a strange city with 
nothing to do. Though he accused 
me of pulling the same old stuff, and 
that he wouldn’t fall for it he finally 
consented to come when I promised I 
wouldn't speak a word about business. 

There were other details which, for 
the sake of brevity, I'll have to omit 
but suffice to say I learned from an 
assistant just the kind of entertain- 
ment he liked and though I was an 
“absolute abstainer’” I wanted to go 
through with the deal and straighten 
matters out. Before the evening was 
over, the cards stacked, etc., I wasn’t 
quite such a bad fellow after all. 

Next day I arranged for another 
“night out’’ and as the time of my 
promise was then up I consented to 
talk business when he again broached 
the subject. I triumphed (as Julius 
would said ) 


though William Jennings Bryan might 


Caesar have and, al- 
have censured my means of obtaining 
my ends, I think a good many things 
and business, 





are fair in love, war 
so long as its legitimate and in keep- 
ing with the prospect’s desires. 

F. A. Creighton. 


* * * 


Human Interest Appeal 
Thanks- 


giving, the place was Albany, 


HE time was near 
the day was bad with weather wet 
and depressing. There were two 
cleaners already in the home of my 
prospective customer and she was 
‘sold’ on the H— Still I took my 
courage in hand and went out to her 


home. I did not ring the front door 


OOMMMNNTNNNTT HEHEHE Te 


SO 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. 


bell, but I went arount to the back 
and entered the kitchen. The lady 
was busy and told me so. I smelled 
a cake baking in the oven and sniffing 
a bit I said: “That smells good—like 
a real good cake!’ She was making 
lemon filling for it. 

“Ever try a Minnehaha filling?” I 
inquired. 

“Why no,” said she, “What kind is 
that?” 

“Well it’s 
raisins and pecans, um-m-m, 

“T should think that 
good!” 

“Believe me it is, but better still,-— 
did you ever make a Japanese fruit 
cake ?”’ 

“No, I've never heard of it. How 
do you make it?” she asked with in- 
terest.as she continued with the lemon 
filling. 

“For 
take two layers of plain cake and 
The filler 


is a plain cream fondant flavored with 


fondant with 


” 


a plain 





would be 


a Japanese fruit cake, you 
one layer slightly spiced. 


pure lemon juice, then you chop up 
raisins, some citron, pecans, cocoanut 
“My, but that sounds mighty good! 
Just wait until I take this cake out 
of the oven I want to write down 
what you've said about Japanese fruit 
cake.” 
finished with the lemon filling and 
frosting then we proceeded into the 


The cake came out and was 


living room so she could find pencil 
and paper to write down the recipe. 

Two cleaners in the living room. 

“Of course the things I spied were 
the two cleaners in the living room and 
I asked her how she was getting on 
with the cleaners. 

“Well, this one,” said she, taking 
hold of the H——, “I like better but 
it seems kinda heavy for me to push 


And— 


We Will Pay $5.00 For Every Letter Published 


around—while the other doesn't go 
under the furniture as well as I would 
like—but I’ve decided to keep the 
H——.” 

“You've made a good choice Mrs. 
Blank, but I wish you would just take 
hold of this cleaner of mine and push 
it about for a few minutes—that’s it 

-that’s fine, now just try pushing it 
under that sofa, goes under doesn’t 
i 

“Why yes, and it seems so light and 
the handle—it seems like it is easier 
for me to hold your cleaner and it is 
surely a lot easier to push around —” 

“I’m glad you think so Mrs. Blank. 
Now just try the handle of each one 
of the cleaners and really decide which 
one fits your hand best.” She did so, 
taking the rival cleaners first, then my 
cleaner with its somewhat different 
handle ———”’ then after a few minutes 
she said with a very bright face, “I 
like the handle of your cleaner best.” 

“Then I got busy with my regular 
demonstration work. I had a trans- 
parent dust bag on my electric suc- 
tion—for this work and the quantity 
of dust removed from her carpet was 
plainly visible. 

Inside of ten minutes I had sold 
my cleaner and I had her name on 
the dotted line. Then I simply re- 
moved the mica bag, replaced it with 
the regular bag which I took from my 
pocket and turned over my cleaner to 
her. The other rival cleaners retired 
to a corner to be claimed and called 
for. As a parting souvenir I wrote for 
her the recipe for making Japanese 
fruit cake with filling which pleased 
her very much. When I went out the 
front door, I bade her a cheerful good 


morning and the sun was coming out 
from behind its bank of clouds!” 


ee 
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THE PERFECT LAMP 
s | 


Nalco Carbon Lamps 
Have A New Home 


The North American Electric Lamp Com- 
pany announces its removal to its new plant, 
Grand Avenue, corner Hickory Street, where 
20,000 square feet of floor space have been 
provided with new equipment of the most 
modern construction for the manufacture of 





CARBON LAMPS 


Here is a lamp without an equal for all 
industrial uses. Wherever working condi- 
tions are the hardest, where the current 
fluctuates the greatest and where vibration 
and handling require lamps of the sturdiest 
qualities—that is where NALCO Carbon 
Lamps excel. 


Nalco Carbon Lamps 
Lamps that Stand the Gaff 


Also manufa:ture:s of LITE-O .NITE 
LAMPS. the inexpensive night light. 
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NORTH AMERICAN ELECTRIC LAMP CO. 


ST. LOUIS 
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A Sense O’ Humor 


Soaps ran across Miller in 
At the time 
Miller was selling an up-to-date spe- 


the smoking car. 


cialty “‘absolutely essential to small 
retail dealers.” He mentioned to 
Scroggans the humiliations and _ re- 
buffs that he met with in the course of 
the day’s work. 
“Aw, ferget it,’ says Scroggans, 
“vou fellows have a soft snap. All 
you need to get by is a sense of humor. 
The bright side is the right side, so 
see that. Every factor operates in 
You’d be surprised, 
Miller, to know how many fellows are 


vour favor. 


laboring in your behalf to make sell- 
ing easy. The office boy, the petite 


stenog., the comic strip man and the 


5°) 
jokester are all propagandists clearing 
the road for you. You'd be surprised 
to know how many orders are handed 
you by men who have been tickled in- 
to the proper mood by Rube Goldberg, 


’ Herbert Johnston, George Ade, Ring 


Lardner, H. C. Witwer and Billy, the 
office boy. These “Sense O’ Humor” 
men are your boosters. The mystery 
to me is how you fellows escape be- 
coming millionaires. If you fellows 
would just catch the spirit of these 
cohorts of yours, there would be no es- 
cape. They go ahead and build up an 
atmosphere of geniality, tolerance, and 
good will around your prospects, then 
you salesmen rush in, and lacking the 
essential sense of humor and sym- 
pathetic understanding necessary to 
make harmonious contact, spill the 
beans. 

“Tell you what I'll do,” said Scrog- 
gans, “I'll interview your next pros- 
pect, and I'll sell him, too. If I win, 
you buy my dinner. If I fail, I'll buy 
vours. What do you say?” 

“It’s a go,” agreed Miller. 

Dugan, a little red-headed Irish- 
man, was the first prospect. Scrog- 
gans went in while Miller hung around 
outside awaiting the triumphant return 
of Scroggans. At the end of twenty- 
five minutes, Scroggans came out red 


and sullen. Well, old Sense ’O Humor, 


im | |W 


how did you synchronize with Dugan? 
Get a million dollar order out of His 
Royal Nibs?” 

“Don’t try to get too damned fun- 
ny,” warned Scroggans sourly. 


* * * 


Had a Big Head 


AN across Mellon last week. 
“Well, how are you and every- 
thing,” I asked him. 
“Aw, just so-so,’ he answered 
sourly. 
“Why just so-so,” I asked. 
‘Have a bad job on my hands.” 
“How so?” 














Introducing an old friend—Harry Kirk- 
land of the American Wiremold Co., and 
the third member of the Bill, Sam and 
Harry missionary trio that has been 
bouncing around the country spreading 
the message of co-operation for the past 
four years. Mr. Kirkland is taking a rest 
in between sessions. 


Ye CG 
er —————_______)» 
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“Well, you see I'm covering Ohio, 
Pennsylvania and West Virginia. My 
sales have been running pretty good. 
I carry with me over this territory, 
Joe Wallace’s portfolio and his little 
book of ‘canned dépe on customers.’ 
Wallace had been a pretty methodical 
worker. He kept a careful outline of 
each customer's mental, temperamental, 
and accidental equipment accurately 
analyzed in this little Dope book. 
This book he passed on to me when 
they called him in to become an office 
man. And all the prospecting that I 
had done in that book proved mighty 
profitable. 

“Last week I slipped over to Ober- 
lin. Oberlin is a nice little high-brow 
town. Man by the name of Butler has 
a nice little ................ in this nice little 
town. ‘Butler,’ thought I, ‘I'll just 
look into my book and discover your 
peculiarities.’ There it was in Wal- 
lace’s academic chirography, ‘Butler: 
A No. 1 customer, taciturn, hyper- 
sensitive regarding his overly large 
head and cauliflower ears, careful buy- 
er, and intolerant of profane language. 
That sounded pretty to me. I had his 
number so I’d just travel slow in his 
presence. 

“Well I found him. The man’s ab- 
normally large head fascinated me. 
But when he informed me that he need- 
ed wire and reflectors I came back and 
realized that he was merely a cus- 
tomer after all. I quoted him our 
prices. He made a few rapid compari- 
sons, and concluded to double his or- 
der at our figures. This being much 
better than I had expected, I was 
agreeably surprised. ‘Mr. Butler, I 
cried enthusiastically, and a bit too 
loudly, ‘You sure have a nice big head 
for business.’ Then he went chalky 
white with rage. 

““You get to hell out of here,’ he 
yelled, ‘you damned smart aleck. 
There was a lot more of it but I 
didn’t stay to catch it all. I left. 

“Honest to John I’ve been sick ever 
since that break. Dreading the ordeal 
of the next visit. And here I am due 
to see him again this very afternoon. 
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Elexits 


‘Places for Lights 


The final step in an 
Important Standardization 


The Electric Outlet Company first developed, in Elexits, the means of 
standardizing electric lighting outlets—the greatest need of the lighting 
industry. 
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Elexits, together with Plugs for Elexits, made lighting movable, change- 
able, detachable by a simple plugging in and plugging out. An Elexit Plug 
changed any lighting fixture into an “elexilier.”’ 







Through publicity, the Electric Outlet Company told the advantages of 
Elexits to the public, to the architect, and to all branches of the trade. 





The response was instant. Orders were received from all over the country. 
Architects specified Elexits and the public demand became apparent. 







Elexit devices were being manufactured in commercial quantities. Mean- 
while, other manufacturers had begun to work on devices for accomplishing 
a similar purpose in ways not interchangeable with Elexit devices. 






In the interests of standardization, and to prevent the endless complications 
and inconveniences that would result if non-interchangeable devices were 
manufactured, the Electric Outlet Company has entered into an interlicensing 
plan with the country’s leading manufacturers of wiring devices, under which 
they will manufacture and sell Elexit devices that have been altered 
to combine the most practical features of all the devices submitted, 





















and that have been standardized in every respect necessary for A a by th 

interchangeable use. i. sto. leseribe poms ky 

tric lighting outlet finished 

The Electric Outlet Company will continue to bring sme naar t a 

to the attention of the public, the advantages of having ally se pga a SR 

Elexits in their homes and other buildings. an Elexit plug, _ becom sat 

Elexit devices will be reodhpeas~ Nyala cg | 

manufactured and sold by Electric Outlet Company, Inc. _— also t me the standard 
pid Seg ee agi 8 West 40th Street, New York —=oOo 

E. CANTELO WHITE, Preside-t 

The Arrow Electric Co., Hartford, Conn, General Electric Company, Bridgeport, Conn. 

Benjamin Electric Manufacturing Company, Chicago The Hart & Hegeman Mfg. Co., Hartford, Conn. 

The Bryant Electric Co., Bridgeport, Conn. Harvey Hubbell, Incorporated, Bridgeport, Conn. 

The Cutler-Hammer Mfg. Co., Milwaukee, Wis. H. T. Paiste Company, Philadelphia, Pa 


Economy Fuse and Manufacturing Company, Chicago Pass and Seymour Incorporated, Solvay, N.Y. 
Weber Electric Company, Henry D. Sears, General Sales Agent, Boston, Mass. 
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And to think Wallace said that he was 
dead against the hard talk.” 

“Ah this life sure is some struggle 
for us guys who sometimes go off half 
cocked,” sighed Mellon. 

* * * 
CorreSpondence 
T HREE weeks ago I met Shir- 
ley up in the smoker. ‘“Where 
are you going?” I asked. 

“I’m bound for the home office. The 
old man ordered me in. Can’t guess 
what in the devil he wants with me. 
I was there only a week ago. Looks 
as though I’m in Dutch.” 

Met Shirley again vesterday. 
“Well, you look fit, what did his 
majesty spill into your ear?’ And 
Shirley related the incident. 

“Oh, he merely called me in to 
listen to a story—one of his sugar 
coated sermons. I found him seated 
in his office fortified behind a black 


perfecto. He gave me a chair and 
twenty-five cents worth of the same 
protection. Then he ran _hastily 


through a mass of correspondence. 
Finally he pushed this aside. 

““Letters are peculiar things,’ he 
mused, pointing to the pile which in- 
cluded a few of my own. ‘They cause 
us a lot of trouble; and telegrams, 
they'll prove the end of us vet. 

““Ever hear the story of Old 
Histaens and his epistlatory efforts?’ 
the old man asked. ‘Well, Old His- 
taens wanted his friend Anaxagoras 
to start a revolution. He wanted to 
communicate directions but feared to 
rely upon the ordinary form of letter. 
So he called in his faithful slave, 
shaved his head, tatooed the message 
on his bare scalp, put him in storage 
until his hair grew, then sped him 
on to Anaxagoras. History has since 
proved the effectiveness of that mes- 
sage.’ 

“Then the old man added, ‘that was 
probably the most human letter ever 
written. Moreover it brought results. 
But it wouldn’t work very well in 
modern business would it Shirley?’ 
he grinned. 

“Old Histaens had a lot to teach, 
but his concoction lacked twentieth 
century fizz.’ 

“Then he scowled at the sheaf of 
letters before him. 

“But there’s something you want 
to see me about isn’t there?’ I asked 
the old man. 

“He smiled blandly, and inquired, 
‘No, is there?’ Then I tumbled. 


“Gimme mine, I stammered, point- 
ing to the pile and I’ll explain what 
I meant, if they aren’t exactly clear 
—and he handed me six of my very 


” 


own. 
* * * 


Optimism Defined 


HE fellows had been spreading 

the gloom. Billings had kept mum. 
Billings was a confirmed optimist, so 
when they began filling their squirt 
guns with indigo and _ splattering 
things in general, Billings hushed, dis- 
mayed at what they were doing to good 
old Business. 

“Business is in an awful rut, ain't 
it Billings? Even your erstwhile hap- 
py self is beginning to show purple 
around the gills,” said Harris. 

“No,” answered Billings,” the trou- 
ble with me is you ginks. I have a 
mingled feeling of sorrow and shame 
for you. The wicked mood you're tot- 
ing, places you under a handicap. I 
commend to you one and all the splen- 
did example of R. J. Smith. R. J. was 
one of those fellows who could ‘keep 
his head when those about him were 








Frank Castaecker of the Western Elec- 
tric Co., Grand Rapids, Mich., and for- 
merly of 500 South Clinton street, Chi- 
cago, says that during his travels in 
Northern Michigan he hit a lumber camp 
that was so tough that even the canary 
birds sang bass. Frank is now tem- 
porarily located in the office where be- 
tween phone calls he amuses himself 
watching furniture. 


losing theirs and blaming it on him.’ 
Times were not what they were a 
year ago, we will all admit. 

“But one of R. J.’s crack salesmen 
had come in with a sizeable order, 
temporarily placed, at least. Can- 
cellations were pouring into the office. 
They were following each other upon 
the wires so fast that they often ran 
together. 

“Then finally there came the hasty 
wire, ‘Cancel the Bergreen order of 
the 19th immediately.’ 

“But R. J. showed his stuff then 
and there. Did he ship and enter 
suit? Did he peep down the barrel of 
a loaded 45 and press the trigger. He 
did not. R. J. smiled, and wired them 
the following, ‘Bergreen Co.—Gentle- 
men: We are indeed sorry. Would be 
glad to comply with your request for 
cancellation immediately, but our 
priority policy is still in effect. You 
will have to await your turn.’ 

“Fellows, I take my hat off to Smith, 
even though he did use thirty-three 
words, I think he’s a pretty safe busi- 
ness man at that.” 


* * * 


How You Say It 

T isn’t so much what you say as 

how you say it,’ said Thomas. 
“A lot of jobbers’ salesmen have a 
good argument but they fail in the 
execution of it. They lack the sin- 
cerity that carries conviction. That 
spirit of contagion that removes the 
last vestige of doubt from the mind 
of the prospective buyer, and puts his 
name on the dotted line. 

“Sincerity is an element that per- 
suades many a wavering man, and 
clinches the sale. Concrete instances 
are rare. But perhaps this story will 
serve to make my meaning clear. 

“A man was told that it didn’t make 
much difference what he said so long 
as he said it right. So he set out to 
test the principle. That night he at- 
tended a reception. To the first per- 
son he met he said, ‘I murdered my 
wife this evening, in a very pleasant 
tone of voice. He said the same thing 
to the next person and to the next. 
And to every person he met that even- 
ing he made the same startling an- 
nouncement, in the very same pleasant 
tone of voice. 

“And when the evening ended he 
admitted that he had never spent a 
more enjoyable evening in his life. 

“Yep, molasses draws more flies 
than vinegar—and they stay longer.” 
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Millions of Benjamin Two-Way 
Plugs, No. 92 and No. 292, are 
in wired homes making more 
convenient the use os cord- 
connected devices. 

Millions more will be used because ot 


the sheer merit of the devices. Millions 
more will be needed to make more 





\ te 
convenient the use of cord-connected ee 
devices that are being sold every day © WITH PULL 
—appliance sales never stop. CHAIN 





BENJAMIN 


The Original 
TWO-WAY PLUGS 


have the merit for the dealer of Salability. They contribute 
to quick turnover and lead to the sales of other material. 
There are innumerable sales helps for the dealer—a beauti- 
ful and convenient counter-stand; wall and window hangers 
and cards; repair and memorandum tags; booklets, folders, 
sales letters, etc. 


Write to nearest office for full information 


BENJAMIN ELECTRIC MFG. CO. 


247 W. 17th Street 847 W. Jackson Blvd. 580 Howard Street 
New York Chicago San Francisco 


O-WAY BLY 
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In the United States last year the 
retail sales of electrical appliances, 
exclusive of wiring and lighting sup- 

plies and such 
Two Dollars special devices as 
Per Person illuminated signs, 
amounted to 
$223,250,000. The population of the 
country is roughly 110,000,000. Now 
divide that $223,250,000 by 110,000,- 
000 and you get a quotient of about 2. 
For convenience, let’s call it an even 
$2. That $2.00 represents the aver- 
age quantity of electric appliances 
purchased by each 
sumer in the country last year. 

Every electric appliance salesman 
should learn the population of his 
territory, multiply it by $2.00 and 
he will arrive at an appliance quota 
for his territory. And quotas are 
mighty good things to have to shoot at. 


individual con- 


* * * 


It is interesting to note that, while 
the West for some years now has led 
the world in the use of electricity on 

the farm, still a 
Electricity on beginning only 
the Farm has been made. 

Three years ago 
it was found, after a survey of the sit- 
uation in the West concerning agricul- 
tural uses, that there were in California 
some 10,000 installations of electric 
motors on the farm. Since that time 
the growth has been phenomenal, and 
this record has been outdistanced by 
300 per cent. The California farmer 
now uses more mechanical power per 
acre than any other farmer in the 
United States, a recent survey showing 
that over 33,500 electric motors are 
now in use on California farms. Ac- 
cording to Professor L. J. Fletcher of 
the Division of Agricultural Engineer- 
ing of the University of California, the 
great power companies feeding the 
San Joaquin and Sacramento valleys 
had a connected agricultural load of 
302,000 horsepower as of June 30, 
1920, the motors averaging between 
eight and nine horsepower. Phenom- 
enal as this use seems to be, even this 
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is but a beginning, for in the San Joa- 
quin Valley alone, fed by one great 
power company, it is estimated that, 
while about 245,000 acres are today 
included in the agricultural pumping 
load, some 3,000,000 acres still await 
development. 
* * 


“Money spent for electrical appli- 
ances pays better than even a savings 
account.” James L. Mahon, advertising 
manager of the 
P. A. Geier Co., 


makes this idea a 


What a Vacuum 
Cleaner Saves 
particular hobby. 
“The purchase of a cleaner is in very 
he declares. 
“Money so spent is not gone in a twin- 
kling; it is money which works for the 
housewife for years and pays divi- 


truth an investment,” 


dends in health, comfort and pleasure. 
Present this side of the matter to her, 
while at the same time showing her the 
important place which this expendi- 
ture occupies in the household budget. 
Point out to her how much more the 
cleaner is worth to her than is the 
money she gives for it. In her home it 
has a value which can hardly be esti- 
mated and is certainly not to be meas- 
ured in dollars and cents. If she were 
to put the $65 in a savings bank or into 
the purchase of some stock, at the end 
of six years’ time—a low estimate of 
the average term of service of a good 
cleaner—she would have merely the 
same amount of money plus a slight 
sum of interest, a negligible matter 
when compared with the comfort and 
satisfaction which is hers through all 
those six years if she chooses a cleaner 
instead.” 

If the life of the cleaner is six years, 
then its cost per year, if the initial ex- 
penditure for the machine and attach- 
ments were $65, allowing six per cent 
interest per annum, is $14.73. This 
same cleaner accomplishes in about 3.5 
hours each week the same amount of 
cleaning which was done by the old 
method in ten hours—and it does it 
much more thoroughly. In the course 


of a year the saving in time amounts to 
347 hours. If a maid were employed 
for this work, she would receive at 
least $0.25 per hour, and the saving in 
her wages at this rate would be $86.75. 
If the housewife does the work herself, 
her time is of course much more valu- 
able, and the economy is proportion- 
ately greater. And not only is this 
large saving in actual cash to be bal- 
anced against the small sum of $14.73 
paid for the use of the cleaner for the 
year, but there are also to be consid- 
ered the added comfort, convenience 
and improved health for the housewife 
and increased length of service of the 
rugs. Under such circumstances, who 
can say that the buyer of the cleaner 
does not receive more than the value of 
the money spent when she makes this 
purchase? 

“Show the woman that the eleaner 
is actually an investment,” says Mr. 
Mahon, “rather than expatiating on 
the excellence of the motor and the 
volume and velocity of the air it 
moves.” 

She wants to save, and in buying 
such electrical appliances spending 
means saving. 

* * * 

“A great percentage of our homes is 
unwired,” states A. L. Powell, of the 
Edison Lamp Works at the Philadel- 
phia Merchandis- 
ing Conference. 
That is not in the 
province of this 
article to discuss, but it shows that the 
electrical trade is offered a stupendous 
field for the sale of better lighting. 
“We change our clothes as fashions 
change. When garments wear out and 


Style Changes 
in Lighting 


become obsolete we get new ones; and 
yet we can go on with lighting either 
worn out or of the type which was in 
good taste and fashionable a decade 
or more ago. As you cast your mind 
over the number of homes you know, I 
believe you will agree with me that a 
very, very small percentage of them 
has lighting which is up to modern 
standards, and, first and foremost, 
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A complete application of electricity involves not only 
modern fixtures and appliances, but the little accessories 
which make both more convenient. 


G-E TWIN RECEPTACLE 
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Illustration from Saturday 


Evening Post of Oct. 


Spread the Gospel of Complete Wiring 


Fall advertising of G-E wiring devices in the Saturday Evening Post of Oc- 
tober 15 and October 29 offers an opportunity to the jobber’s salesman for build- 
ing up wiring device sales by urging electrical contractors to plan for their clients 
a wiring installation which will make available the full value of electric service. 


The time has passed when the wiring of a home should command only cursory 
consideration. Electrical convenience is quite as important to the householder as 
plumbing or heating convenience—and the electrical contractor will sell wiring 
devices in exact proportion to his zeal in impressing this fact upon his house- 
wiring customers. 


The jobber’s salesman can augment this zeal and his own volume of wiring de- 
vice orders by spreading the gospel of complete wiring among his contractor cus- 
tomers. 


General@Electric 


General Office ( Sales Offices in 
Schenectady. NY. O Im Pp ani y all large cities 


15th. 
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comfortable. In those homes there is 
an extremely fertile field for the sale 
not only for appliances and additional 
wire, but for actually better lighting. 
Lighting is getting to a state where it 
can be more or less sold over the coun- 
ter, and when a man comes into the 
store and asks for a lamp, is it not a 
good plan to ask him a few questions 
as to where this lamp will be used, and 
in what kind of fixture? If possible, 
have an ample number of fixtures 
ready to show him, so that he can 
identify his own, and then show him 
something more applicable to his own 
purpose ?” 

It’s a very fine opportunity to cre- 
ate a buyer of one product into a real 
prospect for another. 

* * 

During the year 1910, as reported 
in Electrical Review, an analysis was 
made of about 91,000 industrial acci- 

dents reported to 
75 Lives Lost 
Per Day 


one of the largest 
accident insu r- 
ance companies, 
with the surprising result that 23.8 
per cent of them were found to be due 
to poor lighting or to conditions in 
which poor lighting was an important 
contributing factor. Eight years af- 
terward a similar study showed that 


this percentage had fallen to about 18° 


per cent—a reduction of nearly 6 per 
cent—because of the intervening years 
of lighting betterment in the larger 
plants. 

Even with this reduction, the actual 
figures for a recent year showed that 
our industries lost the services of 
108,000 men for the whole of that year 
because of fatal and serious casualties 
due to lighting that is inadequate for 
safety, and 75 men each day lost their 
lives because of the meager lighting in 
American plants. 

These figures represent a frightful 
toll in lives and suffering that should 
be almost entirely preventable. There 
is also the heavy loss to employers 
from paying workmen’s compensation. 
In one state alone this loss and that of 
wages due to industrial accidents of 
this class is estimated to aggregate 
#1,000,000 annually, or sufficient to 
equip each factory, mill and workshop 
with an ideal lighting system and oper- 
ate it for several years. 

Whether the poor lighting is tempo- 
rary or prolonged, its accompanying 
poor visual conditions almost invaria- 


bly result also in much work being 
spoiled. This, in fact, is found to be 
one of the most prolific causes of the 
heavy loss from spoilage in American 
industries, which is reliably estimated 
at the extraordinary sum of nearly 
$40,000,000 
lighting alone. This is a dead loss to 
the manufacturer, which he can only 


annually, due to poor 


compensate by adding to the cost of 








“1921 Will Reward Ficur- 
ERS,” says the Chicago Trib- 
une. Here is a collection of 
sales ammunition for jobbers’ 
salesmen who are fighters. 








production of work that comes out in 
good condition. 

The final results of eye strain and 
improper visual conditions from poor 
lighting, as the manufacturer must 
admit, are inferior quality of product, 
diminished output because of the low- 
ered efficiency. of the employee, in- 
creased labor turnover, and frequently 
the growth of discontent developing 
into disputes. 

It is not surprising to find that a 
number of states have in recent years 
enacted factory lighting codes, laying 
down requirements as to lighting to 
safeguard the lives, limbs and eyes of 
factory employees. Several other states 
are now considering the drafting of 
similar codes. All of these codes are 
based primarily on the promotion of 
safety, their specified lighting intensi- 
ties not being established for the stim- 
ulation of production, since the state 
cannot compel a manufacturer to be so 
progressive as to look out for his own 
best interests. It can compel him, 
however, to equip his plant with such 
safeguards, including lighting, as will 
remove the manifest hazards to his 
employees. 

* * * 

A field that has great possibilities 
and yet is so often overlooked in a 
sales campaign is the small motor 

field. Small mo- 

Field For tors can be put to 

Small Motors use in hundreds 

ig of places where 

they will increase speed, efficiency and 
convenience. 

The trouble is that people don’t 
know when they can be used—they 
have never been educated up to the 


point of buying them for the efficienc, 
that is theirs. A live salesman ca 
build a market even in so-called dul! 
times by showing the dealer how he 
can sell small motors by showing his 
neighbors when they can apply motors. 
Take, for instance, the use of small 
motors on a farm: how many, farmers 
realize that they can save time and 
labor, which means money, by apply 
ing a motor to 
Cream Separators 
Motor Saws 
lool Crinders 
Corn Shellers 
Fotato Cutters 
Cider Presses 


Water Pumps 
Milking Machines 
Churns 

Hay Choppers 
Horse Clippers 
Hay Balers 


Or how many housewives know the 
time and effort that could be saved by 


applying a motor to 
Egg Beaters 

Milk Shakers 

Coffee Mills 

Ice Cream Freezers 


Meat Grinders 
Ruffers and Polishers 
Emery Wheels 


Small motors also have countless 
uses for the man in the _ office—he 


doesn’t know it, of course, for the 


dealers never told him— 


Sealing Machines 
Envelope Openers 
Addressographs 


And so on down in every niche there 


Multigraphs 
Mimeographs 


can be found countless uses and needs 
for the small motor. 

Why don’t you show your dealers 
how to find them? 

* * * 

A large department store recently 
analyzed the percentage of selling fail- 
ures in its organization by taking iwo 

hundred 


failures and dis- 


typical 
Why Sales 
Are Lost covering the rea- 
sons therefor. 

The result of their analysis is given 
as follows: 

Indifference of salespeople lost 47 
sales. 

Attempts at substitution lost 18 
sales. 

Errors lost 18 sales. 

Tricky methods lost 18 customers. 

Slow deliveries lost 17 customers. 

Over-insistence of salespeople lost 
16 customers. 

Insolence of employees lost 14 sales. 

Unnecessary delays in service lost 
13 customers. 

Tactless handling of customers lost 
11 customers. 

Bad arrangement of stock lost 9 cus- 
tomers. 

Ignorance of salespeople concerning 
goods lost 6 customers. 

Refusal to exchange purchases lost + 
customers. 

Poor quality of goods lost 1 cus- 
tomer. 
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oe << WALL STREET 
In the National 
City Bank, New 


York, there are ; “ 99 
sediaaiiiat soi Wiles Banks in all the towns that you “make” are 


eralites. They are number one Prospects for Emeralites. Anywhere 
used for desk from half a dozen to scores can be placed in a single 
lighting, type- institution of this kind. Get your Emeralite deal- 
pi — er in every city to introduce you at his own bank at 
eniimaie pont least. Show him how to sell his banker. ‘It will 
and tellers’ cages. impress the latter with the dealer’s progressiveness. 
Good enough for A sale made in this way will add materially to 
the greatest bank GOOD WILL on the part of the banker toward 
in America and at his dealer customer. Your dealer and your house 
Paging Me will appreciate this extra and profitable business. 
cae | eneiban Every jobber’s salesman will find this an interest- 
in America. ing field to develop, with opportunities for show- 
ing the highest class of salesmanship. 


H. G. McFADDIN & CO. 


37 Warren Street NEW YORHKH CITY 
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Direct-By-Mail Helps 
Reduce Selling Expense 
It is said that it costs $100,000 in 
salesman’s time to sell $1,000,000 
worth of goods. This is where a job- 
ber’s sales promotion department, an 
up-to-date mailing list and manufac- 
turers direct-by-mail helps come in. 
Using these arbitrary figures, with 
$50,000 worth of salesman’s time and 
$25,000 worth of direct-by-mail ma- 
terial (which usually can be obtained 
free from the manufacturers) a saving 
in sales cost of $25,000 can be af- 
fected. More and more electrical job- 
bers throughout the country are insti- 
tuting sales promotion departments in 
the sales organizations. 
* * * 


Editorial Comment 
That Helps Our Industry 

The following, which is an excerpt 
from an editorial in a Pittsburgh daily 
paper, is a boost for the cause of elec- 
tricity and especially the jobber and 
dealer: “There are still some who 
sigh for the good old times. But who 
would welcome them were they to 
come back? Subtract from modern 











Introducing R. F. Paige, who has_re- 
cently been elected secretary-treasurer of 
the Society for Electrical Development, 
Inc. He is helping Bill Goodwin round up 
new members for the S. E. D. Here’s to 

lots of success. 





life the movie, porcelain bathtubs, 
vacuum sweepers, electric lights, in- 
stantaneous hot water and telephones. 
Take out phonographs, automobiles, 
electric iron and washing machines 
and sanitary plumbing. Banish these 
things and you have again what people 
like to call ‘good old times.’ Who 
really wants them?” Furthermore, 
this is evidence of the trend of opinion 
among the general public. The more 
such comments and editorials that can 
be brought before the eyes of the ulti- 
mate buyers of electrical devices the 
more rapid will be the advancement 
of our industry and we would all do 
well to do our best to produce them. 


* * * 


Code Requirements in 
Alphabetical Order 

The requirements of the National 
Electrical Code for the installation of 
electric wiring and appliances for 
light, heat or power, and quite fre- 
quently for signaling, and enforced by 
fire underwriters and state and munici- 
pal inspection departments, are known 
in a general way by contractor-dealers 
and others engaged in the work of wir- 
ing the buildings. However, it has 
been found that the Code is not as con- 
veniently arranged as it might be for 
them, and preventable omissions and 
errors have often crept in. At the sug- 
gestion of the National Association of 
Electrical Contractors and Dealers, 
Hubert S. Wynkoop has_ prepared 
“The Cede at a Glance,” a handy size 
book with durable binding. Mr. Wyn- 
koop has for 25 years been at the head 
of the electrical inspection service of 
the city of New York, and no one ap- 
preciates better than he the need for a 
concise and easily consulted transcript 
of the National Electrical Code. In 
this book he has arranged in alphabet- 
ical order all the Code requirements 
which it is essential for the contractor, 
the wireman, the estimator and the in- 
spector to have constantly in mind. 
Since the National Electrical Code has 
become primarily an electrical con- 
tractor’s code, it is appropriate that 
this association should have taken the 





lead in presenting to the industry such 
a valuable and clear compilation of the 
standards under which they perform 
their work. “The Code at a Glance” is 
published by the National Association 
of Electrical Contractors and Dealers, 
15 W. 37th St., New York, N. Y. The 
price is $1.00 postpaid. 

* * * 
Neighborhood Surveys Would 
Greatly Help Dealers 

A recent investigation conducted by 
the Diamond Electric Specialties 
Corp. of Newark, N. J., to ascertain 
how extensively electrical appliances 
are in use in the home revealed the 
fact that 74 per cent of the women 
questioned had electric irons; 59 per 
cent had vacuum cleaners; 18 per 
cent had washing machines, and four 
per cent had electric ironing ma- 
chines; 22 per cent had electric fans; 
12 per cent, electric percolators; two 
per cent, electric ranges; three per 
cent, electric flashlights. Conditions 
may vary in different localities but 
the jobber’s salesman who induces his 
dealers to conduct neighborhood sur- 
veys will benefit exceedingly. It has 








Fred Davis, of the advertising depart 
ment of the General Electric Co., is re- 
sponsible for much of the attractive ad 
copy, sales literature, ete., with which so 
many jobbers salesmen are familiar. We 
promised him not to publish this picture 
but didn’t know what else to do with it. 
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TYPE W. F. 


PATENTED ANO TRADE) MARK REGISTERED 


The Ideal Light for Every Purpose 


Field for 


Brascolites 
in the small 
Installation 


Field 


Jobbers—and Jobbers’ Salesmen—who are accustomed to go after 
big business will find it highly profitable to cultivate the small 


installation field as well. 


In almost every community—both in the 
smaller towns and in the outlying sections 
of the larger cities—there are a number of 
local dealers who have frequent occasion to 
install one, two and sometimes a dozen or 
more fixtures. 


Every new building requires lighting equip- 
ment. Old buildings remodeled offer splen- 
did opportunities—and in many of these 
cases a bit of cooperation with the local deal- 
er in giving a demonstration of Brascolite 
economy and service is all that is necessary 
to make a profitable sale. 


Brascolite is universally known and accepted 
as the ideal light for every purpose—the 
largest selling lighting fixture in the world. 
It is made in all sizes for every type of serv- 
ice and in a wide variety of designs to meet 
any architectural requirement. 


May we send you copy of catalogue No. 8 
which pictures and describes the Standard 
Brascolite line? Our Designing and En- 
gineering Departments will be glad to make 
calculations or advise with you at any time 
on any special work. 


































LUMINOUS UNIT COMPANY, ST. LOUIS, U.S. A. 


Division of the St. Louis Brass Manufacturing Compiny, St. Louis, U.S.A. 
Branch Offices 


Sales and Service 


Atlanta Boston Cincinnati 


Chicago 
New Orleans Los Angeles New York Philadelphia Pittsburgh Seattle 


Kansas City 
Minneapolis 


Denver Detroit 


Canadian Distributor 


Northern Electric Company 


LIMITED 
Montreal 
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been suggested by the Diamond Elec- 
tric Specialties Corporation that high 
school boys and girls be employed to 
house-to-house canvass with 

These boys 


make a 
a suitable questionnaire. 
and girls can be hired for about five 
The information 
the 
dealer in laying in the correct amount 
of the various appliances. It natural- 
ly follows that the jobber’s salesman 
benefits accordingly. 
¥ % * 


or ten cents a call. 


cbtained will naturally assist 


New Chicago Code Increases 
Rating of Lighting Circuits 

The entering wedge of a far-reacli- 
ing decision affecting electrical manu- 
facturers, jobbers, contractors and 
dealers has been driven by the Electri- 
cal Inspection Bureau of the City of 
Chicago. In the new Chicago Electri- 
cal Code just issued is a revised Rule 
23d, which permits ordinary branch 








Here is the inside personnel of the Western Electric Co.’s new branch at Grand 
Rapids, Mich. The four handsome young men on the left look after the warehouse, the 
popular guy between the ladies is Frank Caestecker, formerly of Chicago, the man 
with the smile on the right is “Gus” Schwenck, sales manager, and the two girls look 
atter the office—and see that Frank and Gus behave themselves. “Where the cool 
breezes come from,” says the sign. Well, that’s all right—just so it, isn’t where the 








lighting circuits to be loaded to 1,000 = “hot air” comes from. 





watts instead of 660 watts, as has been 
couragement of the use of electrical 
The old 660-watt rule 


originated from the requirements of 


the case in the corresponding Rule 23d 
of the National Electrical Code. This 


increase of over 50 per cent in the rat- 


appliances. 


ing of branch circuits is a special en- lighting circuits pure and simple and 





The manufacturers had their innings at the jobbers’ convention, and here is a couple 
of them all set to cop first money. From left to right are: Frank P. Groves, sales 
agent, Philadelphia; Frank B. Chapman, eastern field representative, Bryant Electric 
Co.; Bill Stacey, Chicago district manager, Bryant Electric Co., and A. C. Kinzel, 
vice-president of the Republic Electric Co., Cleveland. It seems that Chapman, Stacey 
and Kinzel are admiring (?) Grove’s stance and principally his “good-looking” shoes. 
“You've got more nerve than an army of bell hops to come out here in those kicks,” 
says Bill Stacey. “You ought to go hide your head in the sand box for shame.” “A 
track athlete never washes his uniform for luck,” rejoins Groves, “so why should | 
kill my luck with new shoes?” 


did not recognize the special require- 
ments of appliances. The general per- 
mission to use 10-ampere fuses during 
the last few years helped somewhat, 
but the rated load of the circuits was 
still limited to 660 watts. Under the 
new Chicago rule, which limits the cir- 
cuits to 16 sockets or receptacles of 
the medium base size, it is possible to 
wire up 16 60-watt lamps or 15 25- 
watt lamps and a 600-watt appliance. 
If this rule should be similarly revised 
in the National Electrical Code, it 
should encourage more complete wir- 
ing of residences and less restriction 
on the use of appliances, hence, 
greater sale and use of all household 
appliances. 
* * * 

Indiana Contractors and 
Dealers to Meet 

The annual convention of the Indi- 
ana State 
Contractors and Dealers will be held 
at Indianapolis, October 5-6, with 
headquarters at the Claypool Hotel. 
Plans are being made for interesting 
and instructive sessions, and a large 


Association of Electrical 


attendance of state members as well as 
others well known in the electrical in- 
dustry, including manufacturers, job- 
bers and central station representa- 
tives, is anticipated. 
* * 
I. E. S. to Hold 
Annual Convention 
The fifteenth annual convention of 
the Illuminating Engineering Society 
























This is No. I of a series 
of advertisements written 
by men im the field who 
know best the way to 
BUILD THEIR business 


around lighting. 


By John WW. C. Price 
Dept 





WESTERN ELecrric Co 





LIGHTING 





MANAGER 





National Lamp Works, 
Nela Park, Cleveland, Ohio 
Gentlemen :— 

Inasmuch as we believe the sales of lamp and lighting equip- 
ment were retarded principally due to lack of knowledge or con 
fidence on the part of our sales organization, we proceeded with 
a class in illumination to teach our men how truly simple it was 
to learn. We not only sold the idea to our outside salesmen 
but also to our inside quotation, service, claim and other de 
partments. ; 

While our outside salesmen are today competent “lighting 
specialists” it was not our idea to have them spend their time in 
laying out new lighting propositions of large proportions on the 
job but rather to be able to discuss the subject-of good lighting 
intelligently with factory executives and send to headquarters 
sufficient data in the form of blue prints and recommendations to 
permit us to make a satisfactory proposal. 

We feel we have been well compensated in the way of increased 
business by having our 1920 sales on lighting equipment amount 
to over twelve times our 1919 sales and lamp sales increased 
60%. Abnormal year? Oh! Yes! But 1921 lighting sales for 
six months have still increased over six months of last year by 
60%. Of course we use every method available for keeping 
the most important line before our salesmen and customers, in- 
cluding the National Lamp Works Publicity Department cam- 
paigns. We might add that we have received unusual benefit 
from these. 

We cite one instance where we had been trying to sell a large 
industrial plant “Productive Intensities” for two years. A short 
time ago we tried again and when we talked “Increased Pro- 
duction” the factery executive laughingly replied “Not inter- 
ested. Why, the plant is only running part time now.” When 
we called to his attention the fact that by “Productive Intensities” 
we meant “more completed work with less spoilage, and acci- 
dents” or “the same completed work with less spoilage, accidénts 
and— MEN’ ”—we found we talked his language, and we are 
now lighting approximately a quarter of a million square feet 
of floor space to an average intensity of seventeen foot candles. 

Please continue your campaign on Better Lighting indefinitely 
for surely the point of saturation has not been approached as vet! 


Yours very truly, 
Joun W. C. Price, 


Manager, Lighting Department. 
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will be held on September 26-29 at 
Rochester, N. Y., with headquarters at 
the Powers Hotel. The program as 
tentatively prepared by the General 
Convention Committee lends promise 
of a very instructive meeting. Both 
morning and afternoon sessions will be 
held, at which many papers of scien- 
tific and commercial interest on prac- 
tically every phase of illumination will 
be presented. Special provision has 
been made for the entertainment of 
ladies attending the convention which 
will make their visit both enjoyable 
and interesting. 
* * 

Tulsa to Hold 
Electrical Show 

Very elaborate plans are under way 
for the electrical exposition to be held 
under the auspices of the Tulsa Elec- 
trical Industries at Tulsa, Okla., Oc- 
tober 17-22. It is expected that 2,000 
electrical manufacturers, jobbers and 
dealers will be in Tulsa during the 
show and will be one of the biggest 
gatherings of business men ever 
brought together. The exposition 
building will accommodate exhibits 
aggregating 90,000 sq. ft. 

* * % 

Peter Cooper Hewitt 
Dies in Paris 

Peter Cooper Hewitt, noted Ameri 
can scientist and inventor, passed away 
in the American Hospital in Paris, 
France, on August 25. He was born in 
New York City on March 5, 1861, and 
was educated at the Stevens Institute 








Most everyone in the industry knows 
Percy Oblinger, Indianapolis Electrical 
Supply Co. Here is a pose showing Percy 
holding a spool of thread to prove he can 
sew buttons on his pants, if necessary. 








It looks as though H. I. Sackett, presi- 
dent, H. I. Sackett Electric Co., Buffalo, 
N. Y., missed the pill on the first swing, 
but we'll give him the benefit of the doubt 
and figure that he must be practicing. 
What is a banquet or a convention around 
Buffalo without Mr. Sackett! As a golfer 
Mr. Sackett is an excellent toastmaster and 
master of ceremonies. He can always be 
found at the head table when anything's 
doing. Last month he gave a get-together 
dinner for his dealers. 





of Technology and at Columbia Uni- 
versity School of Mines. In engineer- 
ing circles, Dr. Hewitt was probably 
best known for his work with the mer- 
cury vapor are. Four fundamental in- 
ventions—the vaporized mercury elec- 
tric lamp, the static converter or recti- 
fier used to convert alternating cur- 
rents into direct currents, the electrical 
interrupter and the wireless receiver— 
were developed by him as the result of 
vears of experimentation with electric 
currents passing through mercury va- 
por. Another of his inventions is a 
wireless telegraph receiver, in which 
by the use of mercury a high degree of 
sensitiveness is attained. Because of 
his scientific attainments during the 
World War, Dr. Hewitt was made 
first vice-chairman of the United 
States Naval Consulting Board of New 
York. He was a director or trustee of 
the Cooper Hewitt Electric Co., the 
Hewitt Realty Co., the Lehigh & Ox- 
ford Mining Co., Midvale Water Co., 


Hexagon Realty Co., Madison Square 
Garden Co., New York and Greenwood 
Lake Railroad Co., Cooper Union and 
the House of Rest for Consumptives. 


* * * 


Electric Sweet 
Shop 

Minneapolis and St. Paul, Minn., 
boast of two particularly unique ice- 
cream parlors in which the electrical 
idea is carried out to the full. As 
the thirsty patron enters he sits down 
to one of 60 tables on each of which 
is a regulation desk phone attached 
to which is a neat littl table lamp. 
On the phone is a small placard read- 
ing “Order by Phone,” which the 
thirsty patron does after choosing his 
favorite dish from a little booklet. 
Each dish or drink in the menu is 
numbered and the person ordering 
need only give the switchboard oper- 
ator the number. If the order can- 
not be filled the operator rings back 
the table. On top of a ledge around 
the walls and about three quarters of 
the way to the ceiling are placed min- 
iature street lighting posts strung be- 
tween which are numerous bare Mazda 
lamps. Ceiling fans are in opera- 
tion everywhere and under each fan 
is hung a doll which is holding two 
C-4 milk white gas-filled Mazda 
lamps. These stores of J. George 
Smith are the latest thing in sweets 
and soda parlors and judging from 
the crowds which frequent his places 
this novel stunt has paid for itself. 














The photographer caught Dana Bullen 
in a characteristic pose, on the links. Mr. 
Bullen is manager of the Supply Depart- 
ment, General Electric Co., Schenectady. 
He has done much to raise the standards 
ofthe jobbing business. 
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QUICK SALES WITH 


THE NEW “H & H” 


SECTIONAL WALL CASE 


A NEW WALL case with real talking points sells fast. 





Orders are easy to secure with the new “H & H” Sec- 
tional Box. The design is entirely different and your con- 
tractor will be pleased at once with the clean-cut appearance 
and accuracy of manufacture. 
The picture of the assembled box (the way it’s shipped from 
the factory) shows the smooth sides and corners. No projec- 
tions to require a larger mortise for old work. 


SECTIONAL 
Divides in the Middle. 


Sectional boxes are popular, and it’s easiest to build gangs 
with the ““H & H.”’ You can make an 8 gang box in 80 
seconds. The sectional feature is unique in that the box 
divides in the middle and spacer sections go in between the 
halves—as many as are wanted. 

Turning two screws separates the halves and the spacers are 
N then inserted. No side pieces are thrown away when building 

o. 1101 : oe oe : ; 

up gangs with an “H & H’’—A real saving is made. 


Partly Open 
SECTIONS 
For additional Gangs. 
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Here's a picture of a spacer section. It’s made simple 
yet strong, durable and accurate. Instead of knocking 
off the side of a box, “H & H” Spacers fit accurately in 
between the halves. 

It's easy too, because a screw driver is the only tool 
needed. Tighten the screws after the spacer is inserted, 
and you have a gang box as “rigid as a solid case.” 


FOR LOOM and 
“BX.” 
The new “H & H” is a fastened to the ““BX"’ and 


shallow box suitable for one screw holds it rigidly 
loom, but adapted equally in the box, 
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as well for “BX’’ work by The Clamp is approve’ 

using the “H & H” Con- and inexpensive. It’s a real F 

duit Clamp No. 911. The money saver and stock 1 z 

Clamp is easily and quick: ducer. Single and One Spacer \ 
Vv 


Write for sales helps and learn more about this new box that “Divides in the Mid ile.” 


THE HART Go HEGEMANM Fc Co. 


HARTFORD, CONN, 
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Notes About Jobbers 


Matthews Electric Supply 
Co. Now in Own Building 

The Matthews Electric Supply Co., 
formerly at 2014 First Ave., Birming- 
ham, Ala., is now located in its own 
building at 1822 Morris Ave., same 
The Matthews pur- 
chased the building two years ago, but 


ety. company 
the party occupying it held a lease 
running up to the present time. The 
building, which is comprised of four 
floors and a basement, has a total floor 
space of 51,000 sq. ft., and, besides 
being located near the business dis- 
trict, is directly across the street from 
the railroad station, thereby affording 
choice shipping facilities. A modern 
appliance and fixture display room, 50 
ft. square, will be located on the main 
floor and the offices on the second. H. 
W. Matthews is president of the com- 
pany, and C. R. Matthews, secretary- 
treasurer. 
* *# 

Harry Greer Made Sales 
Manager of Electric Appliance Co. 

H. C. (Harry) Greer, formerly pur- 
chasing agent for the Electric Appli- 
ance Co., Dallas, Tex., was appointed 
sales manager of that company on July 
1, 1921, to sueceed S. J. Stewart, who 
has left the firm to become secretary of 
the Automotive 


Texas Equipment 


Dealers’ Association. Mr. Greer has 
been connected with the Electric Ap- 
pliance Co. for the past 12 years, dur- 
ing which period he has spent some 
time in nearly every department in the 
business, both electrical and automo- 
tive. 
* * * 

Otto Reiman Incorporates 
Under New Name 

The jobbing firm, formerly known 
as Otto Reiman, has been incorporated 
as the Reiman Wholesale Electric Co., 
224-228 E. 3rd St., Los Angeles, Cal. 
Otto Reiman is president of the new 
corporation; Leon E. Clark, vice-presi- 
dent; F. C. Pentz, secretary, and J. G. 
Marks, treasurer. 

* * * 

P. A. Optimistic As to 
Appliance Business Outlook 

H. A. Parsons, Jr., purchasing 
agent for the Elliott-Lewis Electrical 
Co., Inc., Philadelphia, did 2,000 miles 
in 10 days last month, going as far as 
St. Louis. As Briggs would say, we 
were interested to know what a pur- 
chasing agent thinks about, so asked 
his impressions of the trip. Of course, 
with true purchasing agent instinct, 
he mentioned prices. He thinks busi- 
ness will not be normal until manu- 
facturers bring down their prices, 
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I.. M. Robertson, president of the Robertson Supply Co., 2817 First avenue, 
Birmingham, Ala., (on the left) read somewhere that 1921 would reward fighters, 
so he packed up his grip, and in the company of F. O. Harper (the fisherman) of 
the Fostoria Division National Lamp Works, set out to conquer the state of 


Florida. 


a whale and caught a little tin boat. 


“L. M.” and “Harp” are here seen at Dream Lake where they evidently 
went to dream of the days when 1920 business would return again. 
Robertson on the right is very much amused at Harp’s fishing tackle. 


Little Robert 
He cast for 








C. C. Hillis, vice-president and treasurer 
of the Electric Appliance Co., San Fran- 
cisco, Cal., watches L. Carr, purchasing 
agent, make his famous home run in the 
ball game at the annual picnic of Electric 
Appliance Co. employes July 16, 1921. 
The girl—well, that’s Anna—head price 


clerk. No wonder Charlie smiles. 





The majority of the manufacturers 
have already made marked reductions, 
many to the point of normalcy. He is 
particularly confident concerning the 
outlook for a good appliance business 
this fall. His company has noticed a 
very marked improvement in this line 
in the last three months. Part of this 
he believes is simply a reflection of 
the lowering of prices which has been 
going on in the appliance field. 
* * * 

Southwest G-E Salesmen 
Learn How Company Functions 

One of the electrical supply jobber's 
greatest griefs is the lack of under- 
standing of each other’s jobs on the 
part of the inside organization and the 
outside salesmen. This is especially 
noticeable on the part of the salesman 
who has never spent much time on the 
inside. To overcome this condition, H. 
E. Hobson, assistant general manager 
of the Southwest General Electric Co.. 
Dallas Tex., has made arrangements 
whereby every salesman will spend 
two or three weeks inside among the 
departments, learning how 
they function. On account of the pres- 
ent dullness in business and the sum- 
mer months being the vacation period, 
Mr. Hobson thought this would be an 
ideal time to try out the plan. It has 


various 
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P&S 598 and 1160 
P&S 598 installed in Standard 

















4” Octagonal Deep Box with \. / 
raised cover having 1 19-32” MK / 
opening. Sane 

P&S 1160 is shown mounted 

on Fixture Stud. P&S 598 and 1161 






P&S 598 installed in Ceiling 
Band by using P&S 1161 
Loom Box Strap. 


The Strap has the 3-8” Male 
Nipple - - See Illustration. 


Pass & Seymour, Inc., Solvay, N. Y., U.S. A. 
P&S 598 for Open and Concealed Wiring 


Terminals are covered by Threaded Ring 
Write for a Sample Today 
























P&S 1160 P&S 598 P&S 1161 
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worked so well, however, that he says 
he will do the same thing every year. 
While learning how the various depart- 
ments function the salesmen keep in 
touch with their customers through 
correspondence. This scheme is in ef- 
fect during the four summer months. 
As the company has 42 salesmen, sev- 
eral of them are in it at one time. 


* * * 


Weekly Sales-Service Letter 
Boon to Jobber and Trade 
a. 2. 


manager 


Hobson, 
of the 
Electrie Co., Dallas, Texas, has de- 


assistant general 
Southwest General 


vised an excellent plan which enables 
him to keep his fingers on the pulse of 
his business. The plan consists of a 
sales and service letter which goes out 
to the salesmen every Friday. These 
letters are comprised of data, assem- 
bled by the various department man- 
agers, relative to subjects which they 
want taken up with customers by the 
salesmen in person. After the depart- 
ment managers have assembled their 
material it is all incorporated into the 
sales-service letter and is typewritten 
on the right-hand side of the sheet, 
leaving space to the left for the sales- 
men to fill in their answers. For in- 
stance, the lamp contract of the Texas 
Iron & Steel Co. will expire on Octo- 
ber 1. The manager of the lamp de- 
partment therefore devotes a para- 
graph to this subject and asks the 
salesman to see that it is renewed, and 








The 


Pacific States Electric Co. of Cali- 
fornia is known throughout the land for 
its activities in co-operative electrical de- 
velopments. Here is Tracy E. Bibbens, 


president of the company, who is a real 
booster. 








Shivers, of Atlanta, 
Ga. Mr. Shivers is one of the most popu- 
lar jobbers in the South and has made the 
Carter Electric Co. stand for 100% serv- 
ice. Along with his other accomplish- 
ments, he plays a nifty game of golf. 


Introducing L. L. 





so on through all the departments. Mr. 
Hobson glances over these letters be- 
fore they go out and then brings them 
before the meeting of the department 
heads for discussion when they are re- 
turned the following week. Mr. Hob- 
son says the plan has done wonders in 
keeping their customers satisfied and 
things running smoothly. It also en- 
ables the company to adjust claims, 
etc., satisfactorily and in a minimum 
of time through the intimate contact of 
the salesmen. The sales and service 
letter covers the salesman’s itinerary 
for one week. 
* * * 

Western Electric Company 
Adds New Sales District 

The Western Electric Company has 
rezoned its sales territory. A new dis- 
trict, called the Atlantic district, has 
been established, with R. W. Van Val- 
kenburgh as its first manager. It in- 
cludes the area covered by the Phila- 
delphia and Pittsburgh houses, which 
formerly was part of the western dis- 
trict. Headquarters will be located in 
the former city. The institution of the 
Atlantic district gives the Western 
Electric Company six strategic subdi- 
visions in the United States. The oth- 
ers are the eastern, southern, central, 
western and Pacific districts. The new 
seaboard territory not only includes 
most of Pennsylvania, but also Mary- 
land, Delaware, southern New Jersey 
and southeastern Ohio. 





Schimmel Company Distributes 
New Souvenir to Trade 

The Schimmel Electric Supply Co., 
Philadelphia, Pa., is furnishing the 
contractor-dealer trade with another 
attractive and serviceable souvenir in 
the form of a leather-covered memo- 
randum book. It is 2144 by 414 inches 
in size, containing a “‘filler’’ perforated 
memorandum pad, with the name of 
the its trade mark 
stamped in gold on the cover. Addi- 
tional pads for this book are furnished 
to the user upon request. .On the inside 
front cover is given a list of the more 
handled by the 
Schimmel company. Among the prod- 
ucts included in this interesting and 
representative list are Alphaduct and 
Wireduct, American Wiremold, Apple- 
ton “Unilets,’” Arrow wiring devices, 
Benjamin specialties, Central conduit. 
Chicago fuses, Columbia Red Seal and 
Eveready batteries, Eveready flash- 
lights, Faraday bells, Hamilton Beach 
vibrators, H. & H. switches, Paiste 
wiring devices and pipe taplets, Rob- 


company and 


important products 


bins & Myers fans, Steel City prod- 
ucts, Square D safety switches, Shelby 
Mazda lamps and Union fuses. The 
Schimmel company covers the entire 
state of New Jersey, the greater part 
of Pennsylvania as far as the Pitts- 
burgh district, having recently extend- 
ed its activities to Altoona, Pa. It has 
recently established a regularly con- 
stituted department in 
charge of B. Hallyer. Mr. Hallyer 


illumination 














Frank Price of the Pettingell-Andrews 
Co., Boston, is an accomplished golfer who 
plays the game according to Hoyle. This 
is an ineffectual attempt of the photog- 
rapher to disclose the fine peints ef Price's 
“form.” 
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Great Hall of the 
New CUNARD BUILDING 
New York City 


Wiring Devices by 
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has been connected with this organiza- 
tion for three years, prior to which he 
was for many years connected with the 
Westinghouse Electric & Mfg. Co. He 
is adequately fitted to take charge of 
this department, having been identified 
with lamp sales work for fully 18 
years. 
* * * 

Olson-Boettger Reorganized 
to Act as Jobber 

Olson-Boettger Electric Mfg. Co., 
113 N. Franklin St., St. Paul, Minn., 
was recently reorganized and incorpo- 
rated as the Olson-Boettger Electric 
Co., and is now doing a jobbing busi- 
ness at its new offices, 108 E. 3rd St. 
H. S. Olson is president and treasurer 
of the new corporation; J. O. Olson, 
secretary, and R. P. Young, vice-presi- 
dent and manager, all of whom have 
been engaged in the electrical business 
in that territory for more than 15 
years. 

* * * 

Vacuum Cleaner Campaign 
In Philadelphia 

R. W. Grosset, assistant general 
manager of the Frank H. Stewart 
Electric Co., Philadelphia, Pa., was 
looking forward with a great deal of 
interest and enthusiasm to the Apex 
Cleaner campaign, which was to start 
at the time he was 
JoBBER’s SALESMAN 


in a few days 
talking to Tue 
representative early in September. 
Grosset and his crowd of hustlers 
ought to be counted on to show some- 
where in the money when the Apex 
campaign is over and the fat prizes 
are distributed among the yearning 


salesmen. Grosset tells us that there 
are 13 electrical jobbers on their own 
“hollering dis- 
That does not 

That Phila- 


street almost within 
tance’ of each other. 
frighten him, however. 


delphia is in for a cleaning is opined | 


by all. 
* & # 

United Supply Co. New 
Jobbing House in Dallas 

The United Supply Co., Inc., 529 
Ervay St., Dallas, 
electrical jobbing house in the South- 
west. R.S. Christy is president of the 
company; W. T. Christy, vice-presi- 
dent, and H. S. Westcott, secretary- 
treasurer. This firm, which has been 


Texas, is a new 


established for three vears as an auto- 
motive supply house, was purchased 
last May by the above gentlemen, who 
have reorganized it as an electrical 
supply jobbing institution. R. S. Chris- 
ty, having been connected with the 
Electric Specialty Co. of Dallas for 
the past eight well 


known in his territory. 
* * * 


years, is very 


Gordon Bros. to Conduct 
Jobbing Business 

Gordon Supply Co., Lancaster, 
Ohio, has been taken over by the 
Gordon Bros. Co., 207 S. Broad St., 
of that city. The company will con- 
duct a wholesale business in the sale of 
lighting fixtures, glassware and elec- 
trical specialties and will cover the 
states of Indiana, Ohio, Kentucky and 
West Virginia. It has adopted as its 
form of catalog a loose-leaf system of 
pamphlets, which may be bound to- 
gether as issued from time to time, in 








“The next number on the program will be a shimmy shake by the most celebrated 
‘shaker’ in Nebraska, accompanied on the drum by musica] director A. J. Cole,” who 
when not having a good time at the annual McGraw Company picnic, is vice-presi- 
denting and general managing this Omaha company, besides attending to his duties 


as the new president of the Westinghouse Agent Jobbers’ 


Association. 








ae 
for the Interstate Electric Co., of Alabama 
at Birmingham, may be small but you 
can tell the world and half of Texas that 


(Sol) Alltmont, general manager 


big things come in small packages. Sol 
went out on a trip through the territory 
a few weeks ago and the way he cleaned 
up makes one think of the path made 
by a rotary snow plow. Sol’s specialt, 
seems to be $2500 lamp contracts. 





place of the heavier book form used 
by many jobbers. 
* * * 


Piedmont Electric Takes 
On New Line 

The Piedmont Electric Co., Ashe 
ville and Greensboro, N. C., has taken 
on the lines of magnet wire, cords, 
high-tension and low-tension wires and 
cables and insulating materials manu 
factured by the Belden Mfg. Co., Chi 
cago, Ill. 

* * * 

Quick Service in 
Handling Telegrams 

C. Robert Churchill, president 0! 
the Electric Appliance Co., New Or 
leans, has devised what seems to be an 
excellent scheme for eliminating dela) 
in effecting quick action in regard to 
telegram. When he sends a wire to an 
other party he signs it Churchill Elec 
tric Appliance, so when the answer 
comes back addressed the same way h 
will know who in his office should han 
dle it. Anyone in the company sending 
a telegram signs it in a similar man 
ner. 
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Two More Windows that Brought in Profits, the Second and Third 
Prize Winners in the HEMCO Twin-Lite Window Display Contest 


Winner of second prize. A re- 
markably effective selling win- A forceful display which won 
dow which produced big results third prize for the Warner 
for the Hamilton Hardware Hardware Co., of Minneapolis, 
Corporation of Waterbury, and which resulted in a profit- 
Connecticut. able sales increase. 


Move All Hemco Twin-Lite Plugs Onto 
the Counter and Into the Window — 
Then See Your Sales Increase 


ALES records, which seem remarkable You can do your customers a personal service by 
but which any dealer can duplicate, are “"8n these displays. = on or ss pnd 
being atin snk. weak: vet: SOS Ted can increase your own sales, isplays of Twin-Lites 


#- : x always mean increased retail sales. At the new low 
Lite Plugs. Inquiry of the dealers making price of $1, these plugs have a strong appeal. Every- 


these extra profits shows that counter and thing is favorable for big business if the plugs are 
window displays are credited with these kept before the public. 
wonderful results. 


The Wolfe Electric Co., Omaha, says: 


‘During the window display period we sold 
ten times more plugs than usual.”’ A Dan- HEMCO 


ville, Va., dealer writes: “In a day and a WIN-LITE 
half our store stock was exhausted and we J 

had to take plugs from the window.”” An [_HEMCO is on Every Twin-Lite | 
Ohio lighting company has pushed these aon gh tr gy = gets 
plugs for the purpose of increasing current 

consumption. They report: “Both plugs 

and appliances have sold remarkably well 


and current consumption has already in- 














creased 10%.”’ GEORGE RICHARDS & 
Similar reports are coming in from towns COMPANY 
of all sizes. . They are positive proof of the Dept. 16 557 W. Monroe Street, CHICAGO 


profits awaiting dealers who install window | 
° P ‘ e George Richards & Co., 344 East 40th St., New York City i 
displays and who keep Twin-Lites on their New England Agents: Pettingell-Andrews Co., Boston, Mass. 


Pacific Coast Agents: Geo. A. Gray Co., 589 Mission St., San 


counters. Francisco 
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The Value of Standard 


Accounting 


Some Facts Which Every Jobber’s Salesman Should i 
Impress Upon His Customers 


HE remarkably favorable effect 

that quicker turnover of accounts 
receivable has on net profit is not gen- 
erally appreciated by manufacturers, 
jobbers, dealers or contractors. For 
instance, if a gross profit is 33 per 
cent, overhead 30 per cent, merchan- 
dise turnover 90 days and accounts 
receivable turnover 90 days, then the 
If 


the accounts receivable turnover is cut 


net profit will be about 6 per cent. 


down to 30 days by efficient credit 
management and quick collections the 
net profit will be about 9 per cent or 
approximately 50 per cent increase in 
the amount of the net profit. 

We all know that there are entircly 
too many business concerns that are 
not making a sufficient net profit to 
their bills 
Possibly, in the large ma- 


enable them to pay 
promptly. 
jority of such cases this condition 
could be corrected if these concerns 
knew, by means of efficient account- 
ing, exactly why they were not mak- 
ing a sufficient net return on their in- 
vestment. 

Realizing the deplorable lack of 
proper accounting by electrical con- 
tractors with its train of reckless com- 
petition, under-bidding, inefficiency, 
“slow-pays” and bankruptcies, it be- 
came apparent that a uniform system 
of cost accounting would of necessity 
to be 


correct this serious condition and to 


have planned and devised to 
promote the best interests and prog- 
ress of the electrical industry. 

After great labor, numerous confer- 
ences and at heavy expense, a com- 
plete but simple system of account- 
ing was evolved and placed on sale 
by the National Association of Elec- 
trical Contractors and Dealers, 15 
West 37th street, New York, N. Y. 

Various plans and considerable pub- 
licity have however, so far, failed to 
bring about a reasonable sale of this 
standard accounting system and nat- 
urally this has been a keen disappoint- 
ment and discouraging to those who 


From an Article in The Viewpoint. 


By V. G. FOLLMAN 


Steel City Electric Co., Pittsburgh 


V. G. Furtman 
labored so long and unselfishly in per- 
fecting the system. 

Apparently the necessity for better 
accounting methods is not fully appre- 
ciated or the publicity has not reached 
the concerns or individuals that should 
be vitally interested for their own 
good. 

This writer does not wish to com- 
ment upon or criticize the previous 
plans or publicity to promote the 
adoption of the standard accounting 
system but rather to applaud any and 
all previous efforts by those that have 
this subject at heart. 
plan will bring complete success and 


No particular 


all should strive in their own way by 
personal work and suggestions to help 
the good work along. 

My plan provides for a campaign 
of publicity to be carried on by those 
that are in touch directly and most 


frequently with the concerns or in- 
dividuals that .are “slow pay” and 








who apparently have serious need for 
the standard accounting — system, 
namely; the credit managers of thic 
electrical industry that are responsible 
for the extension of credit to “slow 
pay” customers and the final collec 
tions or losses on such “‘slow-pay”’ 
customers. 
All credit 
their obligations to the electrical in- 
dustry and co-operate religiously tv 
improve the conditions which mak: 


managers must realize 


the adoption of the standard account 
ing system so urgently desirable. .\ 
strict adherence to the canons 
ethics of their profession must be 
fostered and maintained. 

And who, other than the credit man 
agers, can approach the “‘slow-pay’ 
customer on this subject in such a 
The rec- 


ommendation of the credit manager 


and 


forceful and unique way? 


in such instances amounts almost tu 
a command and when the recommenda- 
tion comes from the credit managers 
of all the 
cumulative and powerful effect on the 


creditors it will have a 


making of a quick decision by tli 
debtor because he knows that being 


obstinate or recalcitrant may en- 
danger his credit standing. And 


credit managers are fully justified 
in withdrawing credit courtesies to 
debtors that refuse to adopt the stand 
ard accounting system or an equall) 
efficient that 
“slow pay.” In fact, if they do not 
the 
such debtors, they are violating tlic 


system and continue 


withdraw extension of credit to 
ethics of their profession and working 
an injury that effects unfavorably, 
directly or indirectly, every concern 
in the electrical industry. 

In order to promote this plan it 
is necessary that the credit managers 
be provided with suitable stickers for 
attaching to statements and collec: 
tion letters. Attractive leaflets 
folders illustrated 
also be provided and credit managers 
should occasionally send a circular 
letter to all “slow-pay”’ customers ex- 
plaining the numerous advantages to 


or 


properly should 
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20 to 40 Per Cent REDUCTION © 


Trumbull Safety Switches 

















Part of a large Distribution Board showing 
how Trumbull Safety Switches make a real 
job of it. 


The box cannot be opened until the 
switch is in the “‘off’’ position. 


The switch cannot be closed until 
the cover is down. 


By the use of a shield every live 
part may be covered. 


Not merely a box for a service 
switch and cut-out. It is an ex- 
ternally operated, metal-housed, 
safety switch, electrically and me- 
chanically of the highest order, 
complete in every detail. 


Made from Armco Ingot Iron. 


New prices on Trumbull Safety 
Switches bring them right down to 
the bottom — practically where 
they were in 1916. 


There is a lot of good business 
available at a good profit at these 
prices for every branch of the in- 
dustry. 


Industrial plants need the equip- 
ment; have the time to do the job 
now; are sold on the idea of safety 
switches; are sold on the Trum- 
bull Safety Switch in particular; 
have the money to make the pur- 
chase if convinced of one thing— 
that the price is right. 


You never could buy at any time 
heretofore and you cannot buy 
now anywhere else so much merit 
in equipment and so satisfactory 
a result in service for the prices 
quoted. 


Get the old open switches turned 
out and make a drive to put in the 
Trumbull Safety. The line is com- 
plete, the quality is above par. 
The policy and prices are right. 


We will be glad to tell you more about 
it. Write for full information today. 


THE TRUMBULL ELECTRIC MANUFACTURING CO. 
PLAINVILLE, CONN. 


SAN FRANCISCO CHICAGO 
595 Mission St. 40 S. Clinton St. 





BOSTON NEW YORK 
PHILADELPHIA 114 Liberty St. 
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them and to the industry derived by 
the adoption of efficient accounting 
and the prompt payment of accounts. 

The various trade papers including 
“The Viewpoint,” can be depended 
upon to co-operate in this publicity 
work. 

The final object to reduce the num- 
ber of “slow pay’ customers should 
be nearer accomplishment with each 
succeeding month and the credit man- 
agers should become more insistent 
each succeeding month in urging or 
demanding their ‘“‘slow-pay’’ custom- 
ers to adopt the standard accounting 
system at the risk of a curtailment 
or elimination of credit if they do not 
comply. 

Complaint has been made that when 
the standard accounting system has 
been installed that it is not properly 
kept up by the contractor. This is 
purely neglect and lack of interest 
on the part of the contractor and if 
he continues “slow pay” after in- 
stallation of the system he should be 
given short shrift by all credit man- 
agers. The system must not only be 
installed but used consistently and 
efficiently. 

The National Association of Elec- 
trical Contractors and Dealers will 
furnish all credit managers, upon re 
quest, with the necessary supply of 
stickers and leaflets, ete. Every credit 
manager should consider it a special 
obligation to assist in this work and 
to co-operate with his fellow credit 
men. If only a comparatively few 
credit managers work according to 
this plan failure will surely result. 

It is also suggested that when a 
contractor installs the system he 
should indicate this fact prominently 
on his purchase orders. A_ suitable 
rubber stamp should be included with 
the system for this purpose. 

The contractors that have efficient 
accounting systems and that have suf- 
fered from irresponsible competition 
in the past should be urged to demand 
the co-operation of all salesmen that 
call upon them in the establishment 
of uniform accounting and estimating 
methods or systems. In other words, 
it is not fair for a jobber or manu- 
facturer to solicit or take orders from 
the “slow-pay” contractors that figure 
jobs below a fair margin of profit, 
due to lack of proper accounting or 
estimating methods. 

Credit men should also use great 
care in extending credit to newly or- 
ganized concerns to make sure they 





are properly equipped with capital, 
capable management, experience and 
other necessary requirements for the 
foundation of a successful enterprise. 
Such concerns should be convinced 
right at the start of the necessity of 
the standard accounting system be- 
fore credit is extended. 

The credit and sales departments 
are entirely responsible for the fact 
that so many electrical concerns are 
“slow pay” and it is. strictly up to 
them to bring about better conditions. 
Let us all, therefore, with energy and 
enthusiasm put our shoulders to the 
wheel. 








Martin J. Wolf, until recently vice-presi- 
dent and sales manager of W. N 
Matthews & Bro., Inc., of St. Louis, has 
been appointed sales manager of the Buss- 
mann Manufacturing Co, manufacturers 
of Buss fuses. Few men are better or 
more favorably known in the electrical in- 
dustry. “Martin,” as he is affectionately 
and familiarly called, broke into the elec- 
trical field in 1910, with the Hobson Elec- 
tric Co., of Dallas, Texas, as assistant 
sales manager. He soon became a prom- 
inent figure in electrical circles in the 
Southwest, attracting attention by a strik- 
ing personality and his vigorous campaign- 
ing in the development of unusual business 
ideas. Early in 1913 he went to Chicago 
as sales manager of the Hot Point Electric 
Heating Co. In 1914 Mr. Wolf joined 
the organization of W. N. Matthews & 
Bro., as manager of sales, becoming vice- 
president and a director in 1916. In this 
company he retains his identity as an of- 
ficer and stockholder. He has always been 
an exponent of vigorous but strictly ethical 
sales policies; has taken the lead in preach- 
ing and practicing co-operation between 
the various elements of the electrical in- 
dustry, and he was for many years prom- 
inently identified with the Jovian Order 
as Statesman during several administra- 
tions, and a Jupiter or reigning head in 
1916. He is a close student of business 
administration, business economics and the 
psychology of salesmanship and has lec- 
tured upon the last named subject, before 
business, fraternal and civic organizations 
in many parts of the country. 


California Contractor-Dealers 
to Form Western 
Organization 


The anual convention of the Califor- 
nia Electrical Contractors and Deal- 
ers’ Association, held on August 27 at 
Berkeley, proved to be one of the most 
important sessions ever held by this or- 
ganization. Of particular interest are 
the resolutions adopted which involve 
the secession of this body from the Na- 
tional Association of Electrical Con- 
tractors and Dealers and the formation 
of an independent western division 
that will also include the states of Ore- 
gon and Washington. This action was 
taken following several months’ corre- 
spondence concerning the appointment 
of a field representative on the Pacific 
coast. In view of the facts that the 
western associations felt that they 
were at present unable to support such 
an institution, and as their alternative 
plan did not prove acceptable to the 
national association, they decided that 
the most propitious plan would be to 
withdraw from the national body and 
establish an independent organization 
which in their opinion would more 
closely unite the Western Coast. 

A report was presented by the speci- 
fication writing committee giving the 
results of its investigations with re- 
gard to the complaints made against 
specifications for wiring jobs and stat- 
ed that most of the complaints were 
traceable to the lack of knowledge on 
electrical matters on the part of archi- 
tects. Certain objections were raised 
to specifications as sometimes prepared 
by manufacturers and engineers, and 
it was recommended that the following 
principles be accepted as fair practice: 
No insinuations should be included in 
the specifications which would imply 
that other makes are inferior, nor 
should a price reduction be required if 
standard materials are substituted ; the 
clause making the contractor liable for 
mistakes of the engineer should lead 
wires not prove of size to the load 
should be eliminated; all jobs should 
be on the partial payment basis. 

Several changes in the constitution 
were also approved which provide for 
the operation of the geographic sec- 
tions within the states and the holding 
of executive committee meetings twice 
instead of four times a year. Earl 
Brown, of the Brown-Langlais Co., 
San Francisco, Cal., was elected presi- 
dent for the coming year. 
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ROBBINS & MYERS 
INSTALLS DENZAR 


Known for nearly a quarter of a century as a 
manufacturer of thoroughly reliable fans and 
motors, and possessing a reputation for exceptional 
ability in selecting men, material and equipment, it 


is significant that The Robbins & Myers Company - 


should select Denzars and other Beardslee lighting 
equipment for their new office building at Spring- 
field, Ohio. 

Two hundred and thirty-five Compact Ceiling 
Type Denzars were used for the general and private 
ofices and nine cast ornamental semi-indirect 
brackets for the reception room. This equipment 
was sold to the Danis--Hunt Construction Company 
of Dayton. The Hatfield Electric Company of 
Indianapolis made the installation, and W. E. Russ, 
also of Indianapolis, was the architect. 

Denzars have keen installed in the offices of 
many nationally known firms, while thousands of 
installations have been and are being made in 
stores, offices, schools, banks, halls, churches, and 
municipal buildings. The jobber or jobber’s sales- 
man who has not learned the nine distinctive fea- 
tures of Denzar is losing sales on the most efficient 
commercial lighting unit known. Let us help you 
vet started, just write: 


The opal re- 
flector and 
diffusing bowl 
of Denzar 
produce an 
even intensity, 
without glare 
or distracting 
shadows, on 
both horizon- 
tal and verti- 
cal surfaces. 
































The Unit of Day Brightness 


BEARDSLEE CHANDELIER MFG. CO. 


Manufacturers of a complete line of chandeliers and bronzes for every lighting requirement 


X 218 South Jefferson Street 


Chicago, I}linois 
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Bill Refuses a Partnership 


An Interest in One Store Not Attractive to This Salesman Who Considers 
Himself in Partnership With All His Dealers 


66 LD BILL sure does beat 
me,” said Tommy Lane the 
other day. 


Tommy’s been working for old man 
Rutledge, more’n twenty 
vears. He was working for him back 


now for 
in the days before Rutledge had a 
store. Along the first of the year when 
the old man decided to take some new 
men into partnership, Tommy was one 
of the first he picked. 

It was right after Tommy and the 
old man had agreed upon the partner- 
ship terms, when Bill called, and the 
old fellow says to him. 

“Bill, I want to talk something over 
with you and Tommy. Come into my 
office, where we won’t be disturbed.” 

Bill goes in and sits down in a chair, 
and the old man pulls a box of good 
cigars out of his desk and passes ’em 
around. When the three had lit up and 
got their smokes going good the old 
man starts in. 

“Bill,” he says, “there ain’t anybody 
who's done more to help me make a 
success of this business than you have. 
Every time you’ve been around you've 
given me some good idea that’s been a 
money-maker. Now I’m getting along 
in life, and I’m going to take some 
younger men into partnership with me. 
Tommy here’s been a good man, and 
he’s coming in. I don’t think it’d be 
fair not to offer you a chance.” 

“But—” Old Bill starts to object. 

“You don’t need to worry about the 
money,” says the old man, waving his 
hand at Bill to make him keep still. 
“This ain’t no stock selling scheme. 
I’ve got all the capital I need, and I’m 
not asking any of my new partners to 
put in a cent. If they’re willing to be- 
come partners in the business they can 
pay for their share of the business out 
of the earnings.” 

“But Mr. Rutledge—’” and Bill tries 
to get a word in again. 

“There ain’t no but’s about it, Bill. 
I know what you're going to say. 
You've earned a partnership with us 
just as much as Tommy has. Hasn’t 
he, Tommy,’ and Tommy nods his 
head. 

“We need you in the business, Bill, 


By J. E. BULLARD 


and it’s about time that you settled 
down anyway. You've been on the 
road a good many years now, and 
here’s a good chance to become a part- 
ner in a good paying business. I don’t 
need to tell you how good the business 
is. You know enough about it to-re- 
alize that for yourself.” 

“But, Mr. Rutledge,” and this time 
Old Bill wouldn’t let anybody stop 
him. “I’m a partner in a whole chain 
of stores already.” 

Tommy says you ought to have seen 
the old man stare at him when he said 
that. The cigar nearly dropped out of 
the old fellow’s mouth. 

“Bill Spicer,” he says, looking at 
Bill just as though he’d just confessed 
that he’d murdered his brother, “do 
you mean to tell me that you’ve gone 
and started a chain of appliance stores 











“What’s the use of worrying about a 
little thing like heat now?” Charlie Wor- 
den, secretary of the C. J. Litscher Elec- 
tric Co., Grand Rapids, Mich., is saying to 
his co-ordinate, Chris Litscher. ‘‘This is 


just what you need, because you won’t 
mind it so much when you die.” Mr. Wor- 
den says he gets hot enough chasing up 
delinquent shekels nowadays without hav- 
ing his temperature augmented by Old 
Sol. 





and never said a word about it to me, 
not even given me a chance to get in 
on it with just a litle stock? Do you 
think that’s any kind of way to treat 
an old friend. Bill, I’m disappointed 
in you. I’d never expect you'd do a 
thing like that.”’ 

“You don’t understand me,’ Bill 
started to explain. “Your store is one 
of the chain.” 

“Are you crazy, Bill? Do you think 
you can take this store away from me? 
Can you sit there smoking one of my 
cigars and talk to me like that? You're 
crazy, man. You're crazy. No man in 
his right mind could talk like that.”’ 

“Now, Mr. Rutledge,’ says Bill, 
“vou don’t understand what I’m driv- 
ing at at all. Can’t you see that I’ve 
been a kind of partner in your business 
ever since I began to sell goods to you. 
We've really been doing business to- 
gether.” 

“No, I can’t see it at all.” 

“Well, what is a partnership any- 
how?” asked Bill. “I'll tell you what 
it is, Mr. Rutledge. A little while ago 
a fellow got hold of me who was sell- 
ing a new dictionary. This book got 
more’n a thousand pages, and when he 
showed me how small a price I’d have 
to pay per page for it I fell and 
bought it. When it was delivered and 
my wife saw it she jumped on me. 
‘Bill,’ she says, ‘you sure are an eas) 
mark. It’s a good thing you aint 
around the house all the time or in an 
office where these fellers would always 
know where to find you. If you was, 
we wouldn’t have money enough to pay 
the butcher and the grocer.’ ”’ 

Tommy began to take a new interest 
then. He’d bought one of them same 
books from that fellow. ‘“Ain’t women 
all alike?” he says. 

“T could see that I’d have to use that 
book for something, so I started to 
look up the meaning of some words. 
One of the words I looked up was 
partnership, and then I knew that | 
was in partnership with a whole chain 
of stores. I can’t remember the exact 
words that book used, but it ran some- 
thing like this: A partnership is a re- 
lation between parties who unite serv- 
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You Won’t See Anything 
“Green” Around the Dealers 










































We know it will take a lot more than 
a picture of a pretty woman and a 
good looking boot and ankle to sell 
the dealer on a sewing machine 
motor. 


You won’t see anything “green” 
around the dealers nowadays. They 
are looking for something that will 
not only turn but turnover. They 
are hard-headed because the custom- 
er is “hard-headeder.”’ If you want 
to sell him something, sell him some- 
thing he can sell. The 
New Little Gem Sew- 
ing Machine Motor 
is it. 













HE Dealer knows from ex- 

perience that there isn’t any- 
thing else that will do more harm 
to his business than a household 
motor that goes wrong. 


A woman isn’t usually in a mood 
to appreciate the best intention in 
the world when the sewing ma- 
chine breakdown spoils the day’s 
work. So no matter how alert the 
dealer may be he doesn’t want the 
fuss that unreliable products 
always mean. 


The Little Gem Sewing Machine 
Motor is made by small motor 
specialists. Their ability has been 
demonstrated by a complete line 
of high speed motors, grinders, 
vibrators, hair clippers and other 
electrical specialties. The Racine 
mark on a small motor means de- 
pendability to the dealer. 


Even if the Little Gem did not 
have a long line of forerunners to 
justify confidence in it, it would 
win on its own merits alone. 
Nothing to get out of order. 
Operates equally well on A. C. or 
D. C. circuits. Fits any type of 


sewing machine. A swivel jointed bracket permits the motor to be turned in 
under the arm so that it is out of the way when the machine is closed. 


RACINE ELECTRIC CoO. 


RACINE 





WISCONSIN 
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ices or properties or both in a business 
enterprise for mutual benefit.” 

“Say, Bill,’ and the old man really 
looked concerned. “You ain’t sick, are 
you? Your digestion ain't bothering 
you, is it? You don’t often talk this 
way, and I'm afraid there is really 
something serious the matter with 
you.” 

“There’s nothing wrong with me,” 
says Bill. “I was just airing a little of 
the knowledge I got out of that book, 
so that I could feel I’d got my money's 
worth, but don’t you see that we've 
been working together and sharing 
profits right along. You've invested 
money in this property, and you've 
given your services not only to make 
money for yourself, but to help me 
make money. You know I’m paid on a 
commission basis, and the more I sell 
the more money I make.” 

“Bill, I can’t see what you're driv- 
ing at. You're not trying to make fun 
of me, are you?” 

“No. Not at all. Can’t you see that 
we've been partners all along, because 
the more I do to help you sell goods 
and the more you sell, the more money 
you make and the more money I make. 
You can buy more goods when you sell 
more. That means that I sell you more 
and I make more money. We put our 
services together, and as a result we 
both make money. We’re really pari- 
ners. Can’t you see it ”’ 

“IT suppose we are in a way,’ ad- 
mitted the old man. “Of course, if you 
hadn't been bringing me all those good 
ideas, I couldn’t have sold so much, 
and couldn’t have bought so much, and 
you wouldn’t have made as much in 
off what I We've 
both profited by working together. 
There's no doubt about that.” 


commission sold. 


“And don’t you see,” explained Bill, 
“that every firm I sell is in partnership 
with me in the same way, and that [ 
really am a partner in a whole chain of 
stores. If I went in with you, I'd have 
to give up my interest in all those 
other stores I’ve been interested in all 
these years. Some of ’em have come 
up from nothing to fine big businesses. 
Can't you see, Mr. Rutledge, that it'd 
be a good deal like you giving up your 
business if I gave up that interest in 
all these other stores?” 

“T suppose it would, Bill. I suppose 
it would,” admitted the old man. “But, 
Bill, you don’t intend to spend your 


whole life as a jobber’s salesman, do 
you?” 

“Mr. Rutledge,” says Bill very sol- 
emn like, “there ain’t any kind of work 
I like as well as that I’m doing now. I 
couldn’t stand it to be tied down to one 
store. Before long I’d want to be go- 
ing around and visiting others. I’ve 
simply got to do the work I’m doing 
now to be happy. I may not do it all 
my life, but I expect to do it as long as 
I’m able to get from my automobile to 
the stores, even if I have to make the 
journey across the sidewalk in a wheel 
chair. You see I’ve got a real business 
interest in all the stores I call on. 
helped build up the business, and I 
really am sharing in the profits.” 

“That's all right, Bill. 
that you'll want to come with us some 
day. Feeling the way you do, as soon 
as the house changes your territory or 
cuts it down, you'll feel so bad you'll 
be glad to come in with us. When that 


I’ve 


I can see 


day comes remember the offer is open 
to you as long as I live.” 

“Mr. Rutledge, you’ve put your fin- 
ger on the sad part about my work. I 
can’t possibly look after more’n a cer- 
tain number of stores, and with busi- 
ness growing as it is and new stores 
starting, it’s necessary to keep making 
a smaller and smaller number of 
towns. May be when I get old I'll be 











David Nelson Bunn, one of the bright 
and shining lights of the sales force of 
the Newark (N. J.) Electrical Supply Co. 
His interview, published in our August 
issue, has been widely commented on in 
jobbing circles. 





able to make but one town. I may even 
have to get another territory that’s 
easier to cover. But don’t you see that 
I'll still have a chain of stores?” 

“Well, may be you will, Bill. May 
be you will,” said the old man as lx 
shook hands with Bill. “But if you 
change your mind don’t forget the ot 
fer will be open. I’ve got to run along 
now and take a look at that new farm | 
bought last week. Tommy’ll give you 
the order this time.” 





Fair Publicity 


66 HE approaching Fair time of 

fers electrical dealers remark 
able selling opportunities thru nove! 
demonstrations,” says a writer in thi 
latest issue of “Royal Breezes,” pub 
lished by the P. A. Geier Company ot 
Cleveland, manufacturers of Royal 
Electric Cleaners. “Every state fair. 
county fair, church fair and carnival 
opens up business-getting avenues that 
lead to handsome sales for dealers so 
located that they can take advantage of 
these opportunities” 

The wide-awake dealer realizes, ot 
course, that in a fair he has keen com 
petition from the noisy popcorn and 
peanut vendors, the vaudeville per 
formances and the barkers of innu 
merable other wares besides his own. 
And not only will these boisterous 
sound-makers lure away his prospects 
if he lets them, but he must also com 
pete with noisy colors—a riot of them, 
in fact. Consequently, the successful 
attention-getting electrical booth must 
blaze with color decorations artisticall) 
blended to please the eye. A successful 
attention-holding scheme is the linking 
of your noisy colors with novel demon 
strations. Thru this method you can 
keep a crowd in front of your boot! 
almost continuously. 

One live-wire dealer glosses the coats 
of the cattle before they go in after 
the blue ribbons. Several prizes wer 
won last summer by live stock wit!) 
highly glossed coats resulting from « 
vacuum cleaning. Another effecti.: 
stunt of this clever dealer was tli 
cleaning of baby buggies, and he eve! 


with a long extension cord, clean: 


nearby automobiles. Then he remov: 
the dust from the clothes of the inte 
ested spectators and continued beyo! 


their feet to the bare floor, which 
cleanly “swept” with the utmost eas 
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KRGY Rellectors 


Standard for Show Windows 


ee 


EW. Woolworth Co 
recently 




















This label on 
X-Ray Reflectors 








standardized 
XRay Reflectors ie 
for all stores is your guarantee 
— of quality 


More than 25 Years of Satisfactory Service 


NATIONAL X-RAY REFLECTOR COMPANY 


NEW YORK CHICAGO LOS ANGELES 


Gngineers in all principal cities 
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How to Sell Factory Lighting 


tion, good as it was in its day and as 
it will doubtless be again soon. In its 
place, he is showing how better light- 
ing cuts down the cost of production 
and he is getting the business. 

For instance, there is a_ certain 
lighting salesman in a territory which 
has apparently been picked clean— 
gone over a hundred times by hungry 
lighting salesmen. Yet this man has 
opened up ninety new industrial light- 
ing accounts single-handed in that 
territory within the last two months. 

The fundamentals of selling indus- 
trial lighting are no different than 
they ever were. The whole thing in a 
nutshell is to know what lighting will 
honestly accomplish in a factory and 
how to convincingly present these 
facts to a factory executive. The only 
thing which has changed is the angle 
of approach. To open an industrial 
lighting sales talk with the idea of in- 
creasing production just at the pres- 
ent time is fatal in nine cases out of 
ten. It’s just like saying, “You don’t 
want anything in my line today, do 
anything 


you?” You bet he doesn’t 





OTHE ee 
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(Continued from page 7) 


that sounds like spending money is 
likely to cause heart failure to the 
harassed factory manager unless it 
carries with it the bigger thought of 
saving money and saving it quickly. 
So, the wise lighting salesman has 
correctly figured it out that, if better 
lighting makes possible greater pro- 
duction without employing more 
labor or without any greater ef- 
fort on the part of labor, it must be 
possible to get present production 
by means of better lighting with less 
labor. In other words, is an 
inexpensive means of cutting produc- 
tion costs—the very thing that fac- 


here 


tory executives are crying for—the 
very thing for which they are sitting 
up nights in their efforts to find the 
solution. 

We know conclusively that better 
lighting will increase the output of a 
factory on an average of 15 per cent 
and that the result is obtained not by 
spurring the to greater 
effort, but by making accomplishment 
easier. Certainly, if this is true, it is 
possible by means of lighting improve- 


operatives 
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“ONE OF THE First PLants He Sotp Was tHe Locat NEWSPAPER AND THEY Have 


Been Giving Him Free Apvertrisine 


Ever Since 
THE Best Lignt Print SnHov 1x AMERICA. 


BY Boastine or Tuer PLAnt as 








ment to keep production stationary, 
but to get that production at a smaller 
labor expense. We have no right to 
assume that it amounts to a 15 pei 
cent saving. It may be more or less 
than that, depending upon the natur: 
of the work and the skill and conse 
quent cost of the labor employed. 
Probably we shall never be able to ar 
rive at any definite average figure for 
this saving, but we do know that it is 
certainly large enough to offset th 
cost of the lighting improvement very 
rapidly. 

Can you sell lighting from this 
point of view? Look at it in this way 
—no community can possibly have a 
stronger appeal to the industrial field 
—add to that the fact that it is being 
done successfully by other lighting 
salesmen—and there is but one an 
swer for you. You can do it. 

Just as in other days, the proper 
sales angle is only part of the game 
To be successful you must get to the 
higher-ups in the factory—the men 
to whom your idea will appeal and 
who have authority to authorize the 
purchase. Frankly, this means in 
many cases aiming higher than thx 
plant electrician or engineer or even 
the purchasing agent. Your best 
chance is with the big boss himself. 

Then, the next thing is to be abl 
to convince the manager of the poorly 
lighted plant, after you have put over 
your thought of illumination as a 
means of cutting costs, that his plant 
is not well lighted. Very likely lh 
thinks his wretchedly lighted plant is 
a model of good illumination. There's 
nothing like the little old foot-candl 
meter to make him see the error in his 
ideas—to show up his lighting for 
what it really is. And incidentall) 
every minute he spends with you pok 
ing around with a foot-candle meter 
is selling him more strongly on better 
lighting and building up his confidenc: 
that you know what you are talking 
about and can deliver the better light 
ing goods. 

On the home stretch you are bound 
to get into the question of cost. Yo 
must be prepared to meet it becaus: 
you can’t dodge it even if you wanted 
to. The only point in selling is to 
stave it off until the last, not becaus 
you are afraid of it or unwilling t 
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Good Workmen 
Appreciate Good Wire 


While wire is very much alike in outside 
appearance, differences in quality of 
manufacture are well known to the 
workman who is responsible for a satis- 
factory installation. 


The thirty year old reputation of 
PARANITE for highest quality of 
materials and manufacture is based 
upon countless individual opinions 
formed from performance experience. 


Sell the contractor the wire that he 
and his men take pride in using— 


F's PAR ANIT E 17s ner 








Indiana Rubber & Insulated Wire Co. 


Chicago Office: 210 So. Despliaines St. 


New York Office: Thomas & Betts Co., 63 Vesey St. 


Factory and General Office: Jonesboro, Indiana 
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Let Him Talk Price 


Who Has Only Price To 
Talk 


You can sell Steel City SWITCH BOXES on a 
more substantial basis than price. 





There are features of quality in this line which all 
who have used it appreciate. 

These have been secured by STRICT A'TTEN- 
TION to all small details of manufacture, selection of 
raw materials, finish, appearance, inspection, packing, 
shipping and efficiency in handling orders and corre- 
spondence. 

These things mean more to the better class of cus- 
tomers than a lower price—and they mean satisfied 
customers for you. 





And Here Is Something New 


We have just put out a new switch box with adjust- 
able, cupped lugs. A sample will be furnished you on 
request. Show it to your customers as an opener. Sam- 
ples will be sent to them also if they desire. The new 
adjustable lug feature does away with blocking up or 
use of extra washers. This-will go strong with the 
contractor. You will give him some real news when 
vou tell him of this. 


FREE—uwrite for one of our “‘thick lead’”’ Souvenir Pencils 


Glectrie Ca 


1207-1223 Columbus Avenue 
PITTSBURGH, PA. 











talk about it, but because your pros- 
pect can’t possibly be in the right 
frame of mind to talk about it until 
you have explained what lighting will 
do for him and because you cannot be 
prepared with an intelligent answer 
until you have been out in the plant 
and made foot-candle meter readings 


| and notes of the present equipment. 


When you are ready to talk costs. 
figure on standard equipment without 
any extra frills, reduce it to dollars 


_ and cents and end up by giving it in 
_ per cent of the manufacturer’s pay- 


roll. 


So far we have assumed that indus- 
try is not expanding—that your only 


| chance for sales lies in the remodeling 


of the lighting installations in old fac- 
tories—that factories are not attempt- 
ing to increase production. That is the 
most pessimistic view, taken purposely 
to demonstrate that you can-sell fac 





| tory lighting even under the most ad- 


verse conditions. 

As a matter of fact, industry is by 
no means flat on its back. We hear, 
for example, of Charles Schwab 
spending twenty-five millions in ex- 
panding output capacity in the steel 
industry and of many other lines 
where output is greater than ever be- 
fore and still growing. There are very 
many staple manufactured products 
in which there has been no lessening 
in demand. 

Captains of industry know that it 
is wise to get set to cash in when the 
tide turns, just as Mr. Schwab has 
done and as several others are doing. 


A considerable number of our lead- 


| ing cities have put in or are planning 
| to put in permanent industrial light- 


' number of 


ing demonstrations. In addition, a 
portable exhibits have 
toured the country during the past 
year and have been seen by thousands 
of industrial executives. These exhib- 
its are proving to be extremely valu- 
able to the lighting salesman as a 
means of actually showing his factory 
prospects the practical difference be 
tween good and bad illumination and 
what it means in terms of swiftness, 
ease and accuracy of sight. They 
bring home to every one who witnesses 
them a new understanding of illumin- 
ation and of its value, and they show 
how extremely simple it is to trans- 
form the poorly lighted factory into 
one which is excellently lighted. If 
there is such a demonstration in any 
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HUBBELL “Signalite”— 


Always ‘SJust What I Wanted!”’’ 


One of the It sells without effort. It is always “Just what I 



















big, easy wanted.” Used with pressing iron, toaster, perco- 
sellers lator, or any other appliance, this Hubbell “Signalite” 
in the gives constant visible warning that the current is “on.” 


It prevents the scorching of clothes when ironing—it 
reminds people to ‘turn the toast’”—it pays for itself 
many times in mistakes avoided. 


Hubbell Signalite is a standard Hubbell tandem-bladed 
cap, equipped with a small red bulb, protected by wire 
guard. Small, compact, handsome, inexpensive—you 
will find it a very profitable member of the Te-Tap-Ten 
Jobbers’ LITERARY DIGEST and GOOD HOUSEKEEP- 
Salesmen; ING are telling 10,000,000 people every month 

about the Hubbell Te-Tap-Ten. This display con- 


tainer will bring you quick profits. 








Tefap| Tefap | Teftap Twin Pull Twin | Triplex | Twin | Cord |Signalite 
N?1 N22 N°3 Tefap __|SocketPlug] TeCap | TeXap | Te Plug |Connector 
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3190 6700 5735 6710 


HARVEY 


ELECTRICAL 


BRIDGEPORT 
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UBBELL< 


(RC SPECIALTIES 
CONN, U.S.A. 
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Only 2% 
Replacements 
Per Annum 


for All Causes 


That’s one record of 
Hemingray Glass Insula- 
tors. 


It is but one of many facts 
which a questionnaire to 
Hemingray users brought 
out. Hemingray Glass In- 
sulators have a long and 
successful record of service 
on Medium Voltage Power 
Lines ranging from 6,600 to 
33,000 volts. This record 


covering a period of more 


than 25 years is the best pos- 
sible proof of their practical 
efficiency. 


Bulletin No. 1 tells in de- 
tail the many advantages of 
Glass Insulators. Upon re- 
quest a copy will be 
promptly forwarded. 


HEMINGRAY GLASS 
COMPANY 


MUNCIE, INDIANA, 


U.S. A. 














of your ports of call, get next to i 
and make it work for you. 

Don’t, by any chance, underesti 
mate the sales power of these demon- 
strations, because they have proved t. 
be heavy hitters. For example, « 
lighting man down in Massillon, Ohio 
has come pretty close to selling a/ 
the factories in his town as a result 0} 
taking several of the leading factor. 
men up to Cleveland to see a lighting 
demonstration. One of the first plants 
he sold was the local newspaper, and 
they have been giving him free adver- 
tising ever since by boasting of their 
print shop as the “best lighted news 
paper plant in America.” 

Granted that you have a great man\ 
different commodities and lines which 
the house expects you to sell, did you 
ever stop to consider how big a part 
lighting plays in your young life? 

From questionnaires recently sent 
out to a number of electrical jobbers, 
it appears that about 66 per cent ot 
the electrical jobbing business cen 
ters about lighting. By this is meant 
that practically two-thirds of the 
gross sales of your house, unless it is 
an exception, consists of lamps, fix 
tures, reflectors, holders, sockets, wire, 
conduit, switches, panel boards and 
other materials for new or old light- 
ing installations. It means that mo- 
tors, washing machines, fans, heating 
devices and the scad of other electrical 
appliances and materials make up but 
one-third of your sales. 

Lighting, in other words, is tlic 


bread and butter of your business, 


worthy of a goodly share of your time 
and sales effort now and always. And, 
judging from the fact that nearly « 
half of all the lamps made go into 
industrial plants, it is reasonable to 


| suppose that about the same propor- 
, tion of the remaining lighting equip- 





ment made is required for the same 
field. Hence we may conclude that 
industrial lighting business constitutes 
something like a third of the total 
business of most electrical supply jo! 
bers. 

Just stop a minute and think what 
that means! Have you ever given 
credit to factory lighting before for 
what it does to pay the rent and in 
buying shoes for the baby? Haven't 
you been thinking merely in terms of 
so many lamps, so many sockets, s° 
much wire, etc., without realizing tha! 
the little, old factory with its constan' 
need for artificial light is really the 
back-bone of your business? 
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Maximum Savings 
\ Through Long Service 


Good contact is essential to long life of 

_ renewable fuse cases. Poor contact causes 
excessive heating, and charred fibre tubes 
are the inevitable result. 


The illustrations show why BUSS Fuses 
practically eliminate these losses by. main- 
taining good contact in the fuse clips and 
on the other contact surfaces. 















with an unbroken, 
smooth contact sur- | 
face assures 100% | 
contact in clips. 


i! Errat i’ ; 
| id! 
iH Vi AY WY 
| || é 








Hi 
Furthermore, they are so simple in design 
and so easily and quickly renewed that 


they are never discarded because of dif- 


! 
; ficulty or delay in handling. 











A | 
; i} A aS 4 BUSS Renewable Fuses make maximum savings possi- 
i fi iW wilt , os ; ble because they may be restored over and over again 

f DN in a minimum of time. That is why they have been 


adopted by so many large industrial plants the country 


411 The firm grip of the fuse clips over. 


Hi keeps vibration from loosen- 
ing the cap which maintains |/! 
contact pressure on link. To 
Al insure good contact, see that 
1 f clips grip cap tightly. 


7 My 
i} 


= ; 
ih Recess in cap Ati i Projection in cap { 
takes expelled gives positive bearing 
metal, which thus on link. Contact’ sur- 
/ cannot injure con- face is not touched by 
A tact surface. 








To give your customers the longest-possible, greatest- 
saving fuse service, sell them BUSS Fuses. 






















We will be glad to send you 
further information. Write 


today for the F. C. Book. 


BUSSMANN MFG. CO. 


ST. LOUIS, MO. 
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BUSS FUSES 


=aicox, APPROVED IN ALL TYPES AND SIZES 
FUSES) ors LABELED wi 
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“Fuseology” is a most complete and interesting treatise in oman) | © 
handhook form on the “how” and “why” of fuses. We will Whoa : of 
be glad to mail you a copy. | a 
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| 7 EF h Th W (Continued from page 8) 
Give m W at ey ant | The jobber gets permission from the 


, : dealer to use his store and telephone 
| Your dealers are always asked for these things. mee ean 


Here is a line, packaged right and with display 
material that dresses up the counter and shelves, 
that they can bring right to the front. And when 

















| More Vacuum Cleaner Sales 





and then pays the entire cost of the 
newspaper advertising which goes on 
during the campaign. When the town 
has been thoroughly worked by the 


jobber’s retail men they depart, leay- 


they sell any ANYLITES they send ’em away to ine the eilel 0k eae ee 
come back for more. co-operation of the jobber’s wholesale 


salesmen. One of these jobbers, dis- 


The ANYLITE-TWIN Plug satisfied with the results obtained by 
; the dealer has inaugurated a. sale: 
Makes a single socket do ecg — 

school in which men will be trained as 


double duty. Built on a } | specialists and later establishing the 









new principle, like a best of them in business as his retail 
bridge. Won't wear out. agent. 
Light and strong. The To better explain this latter plan 


outer insulation covers we will recite in detail some of the 
the big works inside. experiences of the above jobber. 











“About four years ago our total 
volume of cleaner business amounted 
to about 600 cleaners per year; to- 
day our sales never run less than 1000 
per month and some months as high 
as 1500. These results are obtained 
through the direct effort of our retail 
sales organization. It is not our in- 
tention at any time to sell a dealer six 
to 12 or 18 cleaners and then forget 


about him. 





cee een Menem 












The ANYLITE 
Electric Dimmer 


A_ beautiful and conveni- 
ent chain pull socket and 
electric lamp dimmer. 


mi ? 


“Before starting a dealer on A—— 
Cleaners we insist upon an A—— ad- 
vertising campaign. In fact, we even 
go so far as to pay the dealer for 
letting us put on this campaign; to 
establish him as the authorized A—— 
dealer; to advertise his business as 
well as the A cleaner. 

“Our method is a little different 
| from the ordinary well-known cam- 
paign, which a great many manufac- 
turers have been putting on. It is 
simply this: After we have decided 
who our dealer will be, we make the 
necessary arrangements for the cam. 
paign. If it is a town of 10,000 pop- 
ulation, we will send in three men to 
thoroughly canvass the town, and 
have a cleaner on trial in every home 
that is electrified. He does not pester 
them to buy; he merely urges them 
to try without obligation of any sort, 
and without any salesman present try- 
ing to influence their decision. 

“If after a few days of trial the 
| prospect decides to buy, we can usu- 









Also regulates the speed of a small 
fan. For both direct and alternating 
current circuits. ‘Takes ‘““‘Uno Shade 


Holder.” 
ANYLITE Extension Sockets 


Ls T 






















For plugging in cord- 
connected conveniences 
without taking off the 
shade. Always handy. 
Always ready. Elimi- 
nates all danger from 
shocks. A wonderful 
help and a wonderful 
seller. 















ANYLITE ELECTRIC COMPANY 


FORT WAYNE, IND. 







A. Hall Berry, 71-73 Murray St., The Dominion Battery Co., Ltd., . 
New York, N. Y. Mill & Trinity Sts., Toronto, Canada | ally be trusted to direct the pencil to 
Paul W. Koch & Co., 19 S. Wells St., U. S. Electric Co., 710 Polk St., the dotted line: if not, the machine 
} ’ > 





Chicago, II. San Francisco, Calif. 





is just removed as pleasantly as it 
was brought in. 
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“ina Concrete Mixer 


With a barrow of sand and one of 
crushed stone—32 hours of con- 
tinuous operation— 


Super Service Ccrd came out a 
little dusty, but otherwise as good 
as new! 

Here is a test your customers 
might try with the cord they are 
using. Then figure the 
saving Super Service 

Cord effects through long- 

er life and satisfaction. 


Prospects are not buying 
blindly. Every order to- 

day is a mark of superi- 

ority. One _ well-known 
manufacturing plant 
making small automo- 

biles found it necessary 

to replace the flexible cord of a 
floor scrubbing machine every 
two weeks. 


The last time they used Rome 
Super Service Cord, and that 
was two months ago—and it’s 
still going strong! 
When you can tell your prospects 
that the cord with which you 
equip your machines is built like 
a cord tire—with a solid wall of 
tire tread rubber, vulcan- 
ized under tons of com- 
pression over a braid of 
cords—you have guaran- 
teed them a kinkless, flat- 
laying line, which may be 
walked on, driven over, 
used as a roller for light 
machinery, bent, twisted, 
pounded, dragged—with- 
out damage. 


Rome Super Service Cord—tell 
them to look for the name every 
20 feet. 


SUPER ae _ 


Rome Wire Co., 
Rome, N. Y. 


NEW YO K 
, 50 Church St. 
CHICAGO 
14E. Jackson Blvd. 


Diamond Branch, 
Buffalo, N. Y. 


DETROIT 
25 Parsons St. 
LOS ANGELES 
833 San Fernando Bidg. 


WIRE ROME 
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NOW 


is the time for testing salesmanship. The order- 
collector doesn’t stand much of a show these days. 
Only the chap with the glad hand and sales punch 
is going to go over the top for some little time to 
come. All salesmen cannot be aces in their line, 
nor.can they make the showing that their ability 
entitles them to if they do not have the proper 
apparatus to vend; therefore, can you conceive of a 


better combination in this whole wide world than © 


Duncan Model M2 A. C. Watthour Meters and the 
Jobbers’ Salesmen—for producing results? Electri- 
cal Jobbers’ Salesmen are conceded to be the best 
extant, and of course, Duncan Meters belong to the 
same clan. 


f 





Duncan Electric Mfg. Co. 


La Fayette, Indiana 








| “We keep a card record of every 
'cleaner that has been left out on trial, 
and which was not sold; these records 
are left to the dealer to follow up 
when the campaign has been termi- 
nated. In this way our men visit 
every user of current in the city and 
the dealer, if he is a live one, of 
course, can appreciate the value of 
this advertising. 

“Understand, while this campaign 
is going on, we are working for the 
dealer, always using his name, «!- 
though we carry the accounts on 
cleaners sold by our men, pay our 
men their salaries and commissions 
and all express charges, also the en- 
tire expense of the campaign. All the 
co-operation we ask of the dealer is 
the use of his store, a small window 
space and telephone. Besides, we pay 
him a bonus upon each cleaner sold, 
for this co-operation. 

“In a town of 10,000 population, 
/on a campaign of about 30 days’ dura- 
‘tion, we would likely sell anywhere 
from 25 to 100 cleaners. In doing 
this we will, as stated before, adver- 
tise the dealer’s store and the A 
‘cleaner in every home that uses elec- 
'tricity. We will, therefore, leave any- 
‘where from 25 to 100 boosters when 
_we have finished. 
| “The demand that we create we help 
'the dealer to meet by selling him 
cleaners at the regular established 
wholesale price in any quantity which 
he may need. It is not our intention 
_to load a dealer up after a campaign 
|is over; all that we ask him to do is 
'to take care of the prospects we have 
created. 

“The writer knows of at least 50 
cases in towns of not less than 25,000 
where the dealer sold from 25 to 75 
cleaners after our campaign had been 
terminated. These machines were 
sold through the work done by our 
retail men, Previous to the campaign 
this same dealer did not sell 25 clean- 
ers per year. On the other hand there 
are dealers who wait for the prospect 
to come to the store and ask for a 
cleaner, or wait for a telephone call 
to come in so that he may make the 
delivery. They will, of course, pick 
off easy sales of this sort, but these 
are not very large in number and un- 
less they follow up the good work 
which is started by our men they will 
/not reap the benefit which was in- 
\tended they should derive from this 
‘| campaign. 
| “We have had requests for third 
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Take the Path of Least Resistance 


“T & B” Fittings Are Well Known, Well Advertised and Easy to Sell 


Our New Catalogue No. 27 Shows Many Others 





Squeeze” Connector : Nipple 





1245 Conduit Reducer 





Adjustable Conduit Hanger 





Malleable Pi Stra 1250 C it Enlarger 
Lakin Hickey pe Pp onduit Enlarg 


Sh 


These fittings constitute only a small part 
of the famous “T & B”’ line of conduit 
fittings. Every jobber’s salesman should 





Ground Clamp and Box Support 


carry in his pocket or price book one of 





our pamphlets containing information and 
illustrations on the complete line. Once 








“Bulb” Tee with Brass Floor 
Coupling 


you have it in your possession, you will 
find it indispensable when helping the 
contractor “dope out’’ the material he 
needs for his wiring jobs. Just drop us a 
request at once and we’ll send you a copy 
by return mail. 





SUUPUREDUC RTCA UTE CEEECEU EEC EEE 


= lit El 
PULL sneleaiaats 


i 


Shutter No. 549 





No. 550 





Pat. Apr. 1-13 
Note the splendid finger grip, 


and collar around base to 
close hole in box. & 





Bushed Elbow with Brass Floor 
Coupling 





Cable Box with “Shutter” 
Split Tee No. 52151 Attached “Erickson” Coupling 


THOMAS & BETTS COMPANY, NEw YorK CITY 
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8-foot Cord and 
Swivel Plug. 





Both hole and hook fast- 
eners provided. Fold in- 
side when not in use. 


The New 
GREIST LAMP 


Height standing 12'2 inches. Prices: 

Shade diameter 7X% inches. BRUSH BRASS ... . $6.50 
Weighted base. STATUARY BRONZE . 7.00 
Rubber feet. [IVORY jo 6s ke oe ey eee 


Tested and Approved 





Prices: 
BRASS s&s, oS 
NICKEL . — 3.75 
VERDE GREEN . 3.75 
GRAY 3.75 
BROWN : 3.75 
[VGORY 2.4.0 2 « 00 
BAG. «<4 3 4.00 
BRONZE . «ss 4.00 








Spring concealed in 
base will fasten to back 
of chair or bed. Folds 
compactly —very 


Height Standing handy for traveling. 


10'% Inches. . 

® WALLACE 
LAMP 

Y CARRYING the new Greist lamp as well as 

the Wallace lamp, with its established repu- 
tation, you can increase your business consid- 
erably. Its new features are real talking points. 
Comes complete with eight feet of No. 18, new 


code extension cord and a standard Benjamin 
swivel plug. 





You can supply every requirement for a portable 
lamp with either Greist or Wallace models. 


Liberal Discounts to Dealers 
THE GREIST MANUFACTURING COMPANY 


New Haven, Connecticut 


Specialists in Precision Manufacturing Since 1871 














and fourth campaigns from some of 
our dealers in one year. The reason 
for these requests was in view of thie 
fact that the dealer could see that 
our campaigns were bringing new cus 
tomers to his store; once they became 


_ a customer they purchased all of their 


| electrical needs in his store and it 


helped stir up new enthusiasm and 
new sales after the ‘noise’ of the first 
campaign had died out. 

“Our only aim in putting on these 
campaigns has always been to benetit 
the dealer. In other words, we al- 
ways have and still are trying to help 
the dealer merchandise appliances 
purchased from us. We are trying 
to educate him to the vast appliance 


| business he has before him; we ar 


| trying to teach him new merchandis 


ing methods as to the best way of 
going after this business and also we 


, will invariably leave one or two 


by Underwriters’ Laboratory 


trained salesmen with the dealer so 
that he can continue to go after the 
appliance business in his territory 
after we have shown him how to do it. 


| In spite of the big success we have 
| made in the marketing of electric 


| cleaners, we feel that we have only 


just begun to sell appliances. The 


| same method, applied to washing ma- 
_ chines, ironing machines, dish-wash- 


ers and various other appliances, 
will bring the same result.” 

Still another manufacturer uses a 
plan in some respects similar to the 


| first mentioned. He puts on, through 


his jobbers’ and his own salesmen, 
campaigns for local dealers in which 
newspaper advertising plays the stel- 
lar role. This manufacturer pays half 
the cost of the advertising. The 
dealer must order so many machines 
to start, the number depending on the 
advertising rates. If the rates are 
less than 30 cents an inch, the initial 
order from the dealer must include 


' one dozen machines or more; if. the 


rate is 30 cents and less than 40 cents, 
he must order 1 1-3 dozen machines 
or more, the number increasing in 
multiples of four with each 10-cent 
increase in rates. The jobber’s sales- 
man takes the order, one copy going 
to his house and one to the factor) 
which at once furnishes all campaign 
material. The jobber’s salesman then 
continues to work with the dealer in 
an intensified. fashion. 

Then again it might be possible 
to emulate a prominent shoe applianc 
manufacturer who has an elaborate 


| sales system. The manufacturer tr:\- 
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Put Your Shoulder tothe Wheel Now 





k’TER months of discouraging busi- 

ness conditions there are increasing 

indications that the low point has 

been passed. Even the most conservative 

of the economic statistical organizations 

is now recommending that their clients 
prepare for the long swing upward. 


Anyone who has been calling on busi- 
ness houses throughout the country has 
felt an unmistakable increase in confidence 
during the last few weeks. 


Put your shoulder to the wheel now. The manu- 
facturers of electrical supplies have reduced their 
costs of production and have narrowed their own 
profits. They have reduced prices to give distribu- 
tors and dealers evcry possible assistance. They 
are speeding up their own sales departments and 
ave increasing their advertising appropriations. 
They are doing their utmost to stimulate the de- 
mand in your territory. Take advantage of their 
work by redoubling your own sales efforts. 


Everything which well help you go after business 
efficiently now, will aid you more and more as con- 
ditions improve. 


Start now on the new general catalogue that you 
wanted to issue a year or so ago. It will be your 
salesmen’s strongest ally in securing orders at the 
least cost. It will cut down the time that the sales- 
man has te spend with each prospect. It will work 
for you between calls. It will maintain a display 
room of your goods in the buyer's office. It will 
increase the volume of your mail orders—the most 
profitable business you receive. 


The Donnelley catalogue compiling organization 
offers you industry-old experience. We will en- 
able you to issue a catalogue of proven sales pro- 
ducing quality more rap‘dly. more efficiently, more 
easily, and more economically than you could issue 
a catalogue of equal quality in any other way. 


You cannot wait until the first of the year and 
then get the new catalogue “off the shelf.” But if 
you act at once, you can have the catalogue at work 
for you before the opening of the Spring trade. 
Send for a Donnelley layout man now—without 
obligation. 





A DONNELLEY CATALOGUE 


1 will take very little time from 
your regular work to issue the 
new catalogue by the Donnelley 


method. Our layout man will bring 
to your office a classified set of 
proofs of our thousands of standing 
pages of electrical supplies. In a day 
or two he will list your selection of 
goods. 


We bring you the “know-how” that 
ts obtainable only through years of 
successful association with leading 
electrical supply tobbers. When you 
entrust the building of your cata- 
logue to the Donnelley organization, 
you are securing an absolutely known 
quantity—catalogue representation of 
the caliber that is successfully help- 
itg in the merchandising of supplies 
throughout the United States and 
Canada. 


R. R. Donnelley ® Sons Company 


Jobbers’ Catalogue Headquarters 


731 Plymouth Court 


CHICAGO 
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Are You Lucky? 





Appleton Products 
Include 


“Unidets,” 


Boxes and Covers, 


Laundry 


Locknuts and Bushings, 
Meter Terminal 
tings, Entrance Fittings, 
‘“‘Pagrip’’ Metal 
ing and Fittings, Con- 
duit Clamps and Hang- 
ers, also Switch Boxes. 


APPLETON ELECTRIC COMPANY 


General Offices and Factory: 
1708 Wellington Avenue at Paulina 


CHICAGO 


Branch Offices: 


NEW YORK 
55 Barclay Street 


Or do you just work? 
You are lucky if you have 
a chance to work, and if 
you work you'll surely be 
lucky! 


And if you want to force your 
luck, you'll find the new Apple- 
ton catalog has the four-leaf 
clover and the rabbit’s foot beat- 
en from the start for making 
every day a lucky day. 


Put one in your coat pocket once 
in a while. Give it a look on 
your waiting time. You'll find 
it full of information about 
electrical wiring that will turn a 
gadder into a getter; a groucher 
into a giver. 


APPLETON 
PRODUCTS 


offer immense possibilities to 
jobbers and jobbers’ salesmen. 
The line is well and favorably 
known from coast to coast. The 
line is complete and you can as- 
sure your customers prompt 
service on the best products of 
their kind that intelligence and 
integrity can produce. 


ST. LOUIS SAN FRANCISCO 
917 Pine Street 509 Mission Street 














els two separate forces of men—a 
group of salesmen and a group of 
demonstrators. The salesman goes 
over his territory first selling the 
dealers (usually shoe stores) on his 
line and obtaining orders. He then 
| makes a date for the demonstrator who 
| spends a few days in the dealer’s 
_store showing him and his trade the 
‘use and application of the line and 
‘helping him move his stock. This 
| demonstrator also lectures before Ro- 
'tary and Kiwanis clubs, in schools, in 
theaters and the like. Though this 
|manufacturer’s line is such that he 
| cannot use the jobber, this plan might 
| be put into effect in the electrical field 
| by using the jobber’s salesmen as the 
| salesmen and manufacturer’s salesmen 
| as the demonstrators. 

| Volumes might be written on sales 
|plans, but, space being limited, we 
/might in conclusion delve into the 
market for cleaners which is even 
greater than that of the washing ma- 
chine because of its many applica 
tions. 








As with the washing machine we 
have the entire population of the 
United States to work on and the same 
6,291,000 wired homes and the 14.- 
190,000 yet to be wired, 5,000,000 of 
which are in territory covered by cen 
tral stations. 


The Bite of the “Wireless 
Bug” 
By PETER DEETS 
HE wireless bug of which you've 
read has bitten me that’s clear, no 
serum treatment yet devised can help 
'me now I fear. At first I had a simple 
'set, loose coupler and receivers, de- 
tector of galena stone—take note you 
unbelievers. It worked and each and 
every night, (the effect of the bug in- 
creasing), I’d try to understand thx 
code. My efforts were unceasing. 
Now and then I'd catch an “‘o,” and 
“is” I got with ease. The signals 
weren't so very good, just loud enough 
to tease. In order to increase them, 
I got a two-stage set. The code and 
music now are great, it beats a “Vic’ 
| you bet. 
| Oh! when I think of all the time 
I’ve spent in crystal gazing, in searcli 
of useful spots thereon, in truth it is 
amazing; and some day in the years 
'to come, when I have learned the 
code, and when I get my license, I'l! 
| write another ode, and tell you all 
‘about the joys, as would old Epicitus. 
| of how it feels to have a case of genu 
'ine “Wireless-itis.” . 
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“It speaks for itself—a high class catalog 
for a high class house.’’ 


That’s the verdict of those who have made 
the test. 


Words are of no value unless backed by 
proof, but there is ample proof of the 
superiority of Conunn (| Unit Catalogs. 


All that you have to do to check us up is 
to take a copy of the old style catalog and 
place it beside a copy of the new up-to-date 
sales producer, the Counm|Unr Catalog. - 


Note the clear, concise, compact method of 
compiling used. 


We have thousands of up-to-date ComaMuur pages standing in type. 


—and Your Next Catalog Will be a Couum/™|Unr Catalog 






\ ee 





Sixty Conurn (| Unit Catalog pages are equal 
in contents to one hundred old-style 6x9 
inch pages. 


Each item stands as a unit, with its own 
sales description, illustration and _ list, 
making Counm|Unt Catalogs time and 
money savers. 


Cuts are in proportion to the page and 
descriptions cover the important details a 
buyer is interested in. 


The size of the Corman) Unrr Catalog is 
7%x10% inches, trimmed page, which is 
the most economical size for catalogs. 


It is 


the work of but a few hours to select the pages you need for your new catalog. 
You select your pages by columns so that your catalog will contain practically 


such material only as you want to list. 


Coumm(#|Untr Catalogs cost no more than the old, inefficient catalogs, but bring 
you a greater return on the money invested. Order them! 


Write for full particulars and interesting data to 


Wynkoop Hallenbeck Crawford Co. 


Printers—Trade Catalog Publishers—Binders 


80 Lafayette Street 


New York, N. Y. 
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Eugene A. Rumsey 


he left to take the position of super- 
intendent of the Citizens Electrical 
Illuminating Company, at Pittston, 
Pennsylvania. 

Finally the god of things-as-they- 
ought-not-to-be wearied of trying to 
keep this man out of the electrical job- 
bing business; and so he got into it. 
But the going was not easy in the be- 
ginning, more difficult, in fact, than 
anything which had gone before. But, 
pshaw! once a man finds himself it 
matters not if the way be rough; all 
the feices of his being co-operate in 
urging him on and fortifying him 
against adversity. 

It was in 1895 that Eugene Rum- 
sey and his brother decided to get into 
business on their own; and as_ both 
were so situated that they could devote 
long hours to the business they figured 
that they could make hard work do in 
lieu of the capital they lacked. They 
were not under much expense at that 
time, and both being single were able 
to restrict their living to the barest 
necessities. “Our pleasures,” laughed 
Mr. Rumsey, “occurred mainly in our 
thoughts of the future. Besides, we 
stuck to business so many hours daily 
that spending money for pleasures 
would have been difficult, even though 
we had had such sums to spend in 
that way. We worked days, nights, 
and even on Sundays when emergency 
required. More than once I have had 
to rest up a bit on a couch we had in 
the office, before undertaking the trip 
home. But we enjoyed the work and 
managed to pull through that trying 
period with health intact. 

“Not having the capital necessary to 
finance the carrying of stock and main- 
tain the equipment and organization 
needed in conducting a regular jobbing 
business, we took the other way about, 
beginning as manufacturer's agents. 
Even on that basis it was necessary to 
contrive most carefully so as not to 
strain our small capital to the break 
ing point. So at first we confined our 
activities to making sales for the 
manufacturers we represented. To 
them it was left to do the shipping, 
billing and collecting; and when the 
transaction had been completed they 
remitted us our commissions. 

“My brother acted as salesman on 
the road; I attended to the office and 


(Continued from page 21) 


solicited the local trade, paying spe- 
cial attention to the many isolated 
plants hereabouts at that time. Our 
quarters comprised three small rooms 
in an office building, and our payroll 
embraced only three; my brother and 
myself, and a girl who kept the books 
and typed letters from the longhand 
copy which I wrote out for her—she 
could not take down dictation in short- 
hand. 

“The business thrived and after a 
time we ventured to carry small stocks 
of quick selling items. That made it 
necessary to have a boy to do the 
packing and shipping; next, we added 
a city salesman. By that time we had 
made sufficient progress to enable us 
to pay the rent for a ground floor lo- 
cation—a ground floor and basement 
—at 12th and Filbert Streets (Phila- 
delphia); so we moved. And in 1911, 
the business continuing to grow, we 
moved into an entire building con- 
sisting of three and one-half floors 
and basement, at 1231 Arch Street. 
Still our business grew. In 1913 we 
rented a warehouse of two floors and 
a basement, at 1010 Cherry Street, 
which is in the rear of this, our pres- 
ent location. We have purchased that 
building and are utilizing it all, by the 
way. 

“This building which we are in 
now, we bought in December, 1919. 
It looked different then. However, it 
supplied a good basis for working out 
the ideas that had come to us, while 
occupying rented buildings, for safe- 
guarding the health of our organiza- 
tion, and furthering comfort and efh- 
ciency. We moved in here during 
July, 1920. 

“The rest of the story can best be 
had by inspecting the building; we are 
proud of it and wish to have you see 
_ 

Now there are perhaps buildings in 
electrical jobbing circles where the 
arrangements and equipment betoken 
more forethought and careful plan- 
ning. Your reporter, however, has 
yet to be invited to inspect those 
As to the Rumsey build- 
ing, it is the very completeness of 


buildings. 


the equipment, rather than any one or 
two features, that impresses one so 
favorably. 

The building, by the way, with 


basement, consists of six and one- 
fourth floors. As I went through it 
with Eugene Rumsey there was much 
that I saw that reminded me of a 
saying of the late Elbert Hubbard’s— 
“If a man needs a thing, he pays for 
it whether he buys it or not.” The 
Rumseys, obviously enough, had rec- 
ognized their need for many things. 
Evidently, too, they have considered 
it the better economy to buy those 
things and have the use of them, 
rather than go without and pay ulti- 
mately in the other sense that Hub- 
bard referred to. 

The instance of safeguards and 
protection against fire is typical of 
this tendency of theirs to be thorough 
and do the job up right in the first 
place. There is nothing unusual, of 
course, in finding a building equipped 
with a sprinkler system and that, in 
turn, supplemented by nice, shiny, 
plump fire extinguishers located at 
convenient points for ready use. And 
there is nothing especially noteworthy 
about their being a pressure tank of 
5000 and more gallons capacity lo- 
cated on the roof to supply water to 
the sprinkler system. But wait! 

While we were in the basement, 
Eugene Rumsey pointed out the auto- 
matic pump for keeping the pressure 
tank always at capacity. But, I said, 
there are two pumps. “Indeed yes,” 
I was told, “but if we had only one 
pump and it happened to get out of 
order just when its services were 
vital—well, we've provided for that 
by installing a duplicate system.” 

Well, I said, you undoubtedly have 
provided a safe place in which to 
work. “An easy one to get out of, 
too, in case the sprinkler system 
And then I was 
shown the fireproof tower. 

Extending from the top to the bot- 
tom of the building, with doors open 
ing into it from off every floor, this 





fails,” I was told. 


tower assures escape from the build- 
ing in a matter of seconds. A wide, 
comfortable iron stairway makes the 
operation of descending by the tower 
an easy one; and the doors opening 
into the tower cannot possibly be 
locked against the efforts of those who 
would make legitimate use of the 
tower; the ground floor door, opening 
onto the street at the rear of the 
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building, opens readily from the in- 
side but locked on the outside and 
each door is protected by a burglar 
alarm. 

Nevertheless, the ideal safeguard 
against fire is through proper atten- 
tion to the factors likely to start a 
blaze; and in this respect the Rum- 
sey building is indeed unique. All 
wires, pipes, connections, and so on, 
are carried up through the building 
in a fireproof shaft having small iron 
doors opening onto each floor, and an 
iron ladder extending throughout. 
But shucks! I said to myself, these 
Rumseys probably lean to precaution 
against fire; the balance of the equip- 
ment may be commonplace enough. 
So I decided to await further evidence 
before displaying too much en- 
thusiasm. Then I was shown the 
heating equipment. 

The building is heated by steam and 
there was a capable heating plant al- 
ready installed and in working order 
when the Rumseys acquired owner- 
ship of the premises. “However,” 
said my guide, “experience in central 
station work taught me to appreciate 
the necessity for reserve equipment 
for use in case of breakdowns and 
in caring for peak loads. So we had 
an extra furnace installed. Either 
one may be used separately, or in 
battery—we are always warm and 
comfortable here, no matter how cold 
the weather.” I was shown, too, the 
connection from the hot water heating 
system to the pressure tank on the 
roof that supplies the sprinkler sys 
tem, acting to prevent the tempera- 
ture of the water dropping below the 
freezing point. 

Well, I thought, there’ll be matters 
to criticize when we look into the 
things making for the personal com- 
fort of employees, at any rate. But 
again I found myself being agreeably 
disappointed. Omitting such ex- 
quisite refinements as barber shops 
and hair dressing parlors on the prem- 
ises, there is little, if anything, lack- 
ing for a reasonable employee to com- 
plain about. 

The general offices, by the way, are 
located on the top floor, and are made 
light and airy by four huge skylights 
and a like number of ventilators. 
Electric fans, too, have been installed 
liberally, not only in the offices, but 
elsewhere throughout the building. 
And every passageway and stairway 
has its equipment of electric lamps, 
operated by switches from either end. 


Here’s a Fuse That Makes 


Permanent Customers For You 





Permanent customers mean “repeat” orders. And “Re- 
peat” orders are the very life-blood of a business. 


“Union” Fuses make permanent customers because they 
invariably give complete satisfaction. 




























One of the prime factors in cementing 
the firm hold which “Union” Fuses get on 
every user is the fact that they withstand 
more blow-outs than any other fuse on the 
market. The reason for greater durability 
is greater strength. The casing itself is un- 
usually tough and strong. All the compo- 
nent parts—yoke, washer, cap and ferrule— 
are constructed with an extra margin of 
strength. And the ferrules are screwed and 
riveted to the outside of the casing to rein- 
force it at the weakest point. 


This rugged construction, which is found 
only in the “Union”, is evident to the cus- 
tomer at first glance. It can also be seen 
that these are the easiest and quickest fuses 
to renew. Consequently the first sale is 
easier to make and repeat sales are sure. 


Both the Renewable and Non-Renewable 
types are approved in the very highest de- 
gree by the National Board of Fire Under- 
writers. 

SUND. LAB INSE Send for catalog and jobber’s discounts. 
— NEC. 25% : 
Jae strove) @ The “Union” saves more than 
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n . 
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hicagorusemecce) ANY ocner renewapie fuse. 








Chicago Fuse Mfg. Co. 
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Manufacturers of Switch and 

Outlet Boxes, Cut-Outs, Fuse 

TRADE MARK Plugs, Automobile Fuses, Renew- 

able and Non-Renewable Enclosed 
Fuses. 


i, Chicago New York 
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YOU CAN SELL EMERSON 
UTILITY MOTORS 


If Utility motors are 
not selling in your 
territory perhaps it's 
because they are not 
"Emersons". 

There is a steady de- 
mand for Emerson Utili- 
ty power stand motors 
and the reason is not 
hard to find. Buyers 
want their money's 
worth. They get it in 
Emerson apparatus. 

The motors are full 
1/4 hp., made to the 
Emerson standard in 
every respect. They are 
now in stock for 110 
volts, 60 cycles, as 
well as 110 and 32 
volts D. C. 

The gears are of rug- 
ged construction, ma- 
chine cut, and run in 
a grease-tight case. 
The five-step grooved 
pulley and extension 
brace rod with swivel 
clamp for attachment to 
bench or table are con- 
veniences appreciated 
by dealers and users 
alike. 

Emerson bulletin 3351 
fully describes these 
motors and gives list 
prices. 

We will gladly fur- 
nish your dealers with 
envelope stuffers and 
movie slides bearing 
their imprint. 

Let us help you in- 
crease your sales of 
this class of apparatus. 


THE EMERSON 
ELECTRIC MFG. CO. 
St. Louis 


















New York 


| (1 barked my shins a few days before, 
in one of the passageways in another 
_jobbing house—one of the kind that 
is introduced by one’s guide saying, 
, It’s a bit gloomy here, but I guess 
you can see all right.” So the reader 
will please understand that proper 
| lighting facilities bulk large in the 
minds of all who are without the 
| practice needed in going through a 
‘dark passageway with only instinct 
for guidance. ) 

Getting back to Rumsey’s building, 
there are toilet rooms on each floor; 
also running hot and cold water. 
Large coat rooms, too, with individual 
lockers bearing the names of those 
designated to use them. And for the 
girls there is a lunch and rest room, 
equipped with electric cooking appli- 
ances, a sink and wash tub, dining 

| table and dining room chairs, big easy 
wicker chairs, a full length mirror, 
| lockers for wraps and hats, and so on. 
| The salesmen, too, have a room of 
their own, equipped with substantial 
looking desks and chairs, a big black- 
board for use in connection with dis- 
cussion of sales problems, and other 
such things. Another room is equipped 
with a long table and chairs and is 
used for directors’ meetings; and just 
so the janitor would not feel out of it 
in this matter of having some place 
about the premises to call “his’n” 
they’ve gone and given him a nice little 
_cupboard on each floor for his mops 
and other gear he uses when janitor- 
‘ing—running water, a porcelain tub 
in each closet, ’n everything. Also, 
there are big galvanized iron cans for 
rubbish—I imagine, too, a penalty for 
| the careless individual who habitually 
| misses those cans. 

| Elevators? Bless your heart, yes. 
| Otis nameplates on ‘em; one for 
| freight and ‘tother for—well, I'll say 
|no more, or some of the forlorn 
|bachelors I’ve met among jobbers’ 
| salesmen will be trying to crowd the 
_elevator lady out of her job. And not 
to be outdone in this matter of “ups 
'and downs,” there’s a little dummy 
elevator that plies between the ship- 
ping department to the floors where 
_standard packages are kept and small 
|lots come from. A word from the 
|shipping department, through the 
| speaking tube, and some Mr. Fix-it 
|above does the necessary, and down 
come the goods on the little dummy 
elevator. 

And if active torpedoes mean that 
| the war is not yet over, then it “ain’t.” 





For when the Editor, way up on the 
fifth floor, wants to have papers trans- 
mitted to the shipping department, lo- 
cated on the second floor, he puts ’em 
in a torpedo and sends it to the ship 
ping department via a pneumatic tube. 
And if anyone in that department 
wishes further information — well. 
that’s what the inter-departmental 
phones are for. And just so the bells 
don’t wear themselves out ringing 
needlessly, there is a man stationed on 
every stock room floor to give instant 
attention to all demands from thx 
shipping department. 

Speaking of shipping, the loading 
platform is separated from the bal 
ance of the first floor by substantia] 
doors, and the outer side of the plat- 
form is protected from the weather 
by corrugated iron doors designed so 
that they will slide up out of the way 
when not in use. In the winter time, 
when Boreas is trying to blow the mer- 
cury out of the bottom of the tube, 
the outside doors are closed while 
the load for the truck is placed on 
the platform; then the inside doors 
are closed and the outside ones opened 
—keeps the cold air outside, and al 
lows the men on the platform to work 
rapidly in loading the trucks without 
danger of becoming overheated. 

Talking about that loading business 
reminds, too, of two items that may as 
well be mentioned here, it being too 
late to put them where they right- 
fully should go. The heating system 
is controlled by heat regulators. You 
know—set the indicator at seventy 
degrees, and right away some one 
chirps, “My, my! ain’t it nice and 
warm!” That’s one of the things I 
forgot; the other is this: the broken 
package lots are located on the mez- 
zanine floor. There are four thousand 
bins, each large enough to accommo- 
date a standard package; and the lo- 
cation of each lot is charted. In fact, 
all the stock is charted as to loca- 
tion; a perfect stranger could go in 
there and find what he sought in no 
time. 

Direct current is supplied by the 
Philadelphia Electric Company, and 
receptacles are available in both the 
store and the shipping department for 
plugging in d-c. apparatus and test- 
ing it. But not all apparatus is oper- 
ated by current in that phase; so the 
Rumseys installed a motor generator 
and another set of receptacles for 
testing the devices that use alternat- 
ing current. Thus it was with regard 








THE JOBBER’S [A] SALESMAN 


September, 1921 








ELECTRIC SUCTION CLEANER 





Mr. Jobber: Who is Getting Your 
Share of this New Business? 


N the staple lines of electrical goods and supplies trade continues to wait 


upon a resumption of building activity. 


Meanwhile, the tremendous increase in the demand, from an entirely 
different consumer market, for electrical housekeeping appliances has brought 
about, in the space of only a few months, a complete transformation of many 


of the largest jobbing businesses in the country. 


New electric appliance departments, when placed under 
the direction and management of specially trained sales 
managers, have grown so fast and so big that they have 
— crowded out older departments devoted to staple 
goods. 


And still there are not enough distributors of vacuum 
cleaners, washing machines and other electrical house- 
keeping utilities to supply the waiting demand for these 
highly profitable goods. 


What are you doing with this opportunity, Mr. Jobber? 


Call in any of your salesmen who have been giving “side 
line” attention to the housekeeping appliances you handle 
and let them tel] you how much more they could do with 
fuller support, how much better they could do if permitted 
to devote ALL their time and efforts exclusively to this 
line. 


Then let them prove it. Either promote as head of such an independent de- 
partment the best qualified man you have, or secure from the outside an electric 


appliance specialist for the position of sales manager. 





Write and ask us what results you may reasonably expect from such a new 






Let us tell you what others have accomplished by this plan in dis- 
tributing APEX Electric Suction Cleaners and ROTAPEX Electric 


The Apex Electrical Distributing Co. 
1067 East 152nd Street, CLEVELAND, OHIO 


Export Office and Show Room: Canadian Factory: 
461 Eighth Avenue, New York City, Apex Electrical Manufacturing Company, 
U.S.A Ltd., 102-104 Atlantic Ave., Toronto, Ont. 


ReTAPEX 


ELECTRIC CLOTHES WASHER 
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The Policy of the 
Burton-Rogers Co. 


in merchandising 


Hoyt Electrical Instruments 


is to offer in all of its advertising the simplest 
and the most thorough sales helps. 


Among our publications are two pamphlets: 


‘‘Hunting Down Electrical Troubles”’ 
‘‘The Cadmium Test’’ 


Both dealing with automotive electrical testing; the one 
for general work, the other for storage battery work. 


Write for these and learn the many ap- 
pealing advantages in selling electrical 
instruments in a rapidly expanding field. 


BURTON-ROGERS CQO: 
755 Boylston Street Boston 17, Mass. 























fp VERY person connected with the selling end of 

the electrical industry will find something of in- 
terest, something worth reading, in every issue of 
THE JOBBER’S SALESMAN 


The sales experiences of some of the leading men in 
the industry will prove interesting and instructive to 
many. Various other features will be well worth read- 
ing each month. | 


We want you to become a regular reader of THE 
JOBBER'S SALESMAN 


Send a dollar for a year’s subscription. 











| 


to other things, too. Whatever has 
been really needed and makes for in 
creased efficiency is quite likely to b: 
found there, like the traveling crane 
in the stock room for piling heavy, 
crates and boxes. 

In the store, to instance further 
evidence of careful planning, samples, 
instead of just merely being attached 
to the front of drawers, are protected 
from dust by glass; they look mighty 
good that way, too, and that little and 
comparatively inexpensive touch helps 


| mightily in creating the impression of 





“class.” The display windows are 
equipped with laid tile floors of hex 
agonal blocks—easy to keep clean; 
and when other effects are desired 
they are easily obtainable by the use 
of the proper covering to lay over th 
tile. 

There are a myriad other things 
that might be mentioned, did spac 
permit, but enough have been men- 
tioned to suggest the character of 
these Eugene and _his 
brother George. It ought not to be 
difficult to figure out a lot about these 
men, just from a consideration of the 
things that make their building whai 
itis. Try it. Then stop off in Phila- 
delphia next time you are passing that 
way and put your conclusions to the 
test; you'll be welcome, you may be 
sure, and may even come away with 
an idea or two that will be profitable. 


Rumseys, 











“How can we make money on your pres 
ent schedule of discounts?” That is prob 
ably the theme of the discussion taking 
place above between an unidentified jobber 
and George A. Hughes (on right), presi 
dent of the Edison Electric Appliance Co.. 


Chicago. Mr. Hughes is registering close 
attention but he doesn’t seem to be greatly 
disturbed. 
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The Return to Prosperity 
(Continued from page 6) 


accept and act upon conditions as they 
exist. The first thing to recognize is 
that the days of the gift orders have 
passed. The second thing to recog- 
nize is that it’s futile to sit around 
waiting for those good old days to re- 
turn—you may miss a meal. The 
third thing to recognize is that you're 
a two-fisted, he fighting fool, compe- 
tent to knock the tar-wadding out of 
any opposition that stands between 
you and a decent quota of sales. Hav- 
ing recognized which facts, tie into 
‘em. 

For this is the day of the individual. 
We've depended upon mass action too 
long. Labor unions can raise wages 
but they can’t raise jobs. Associations 
can control prices but they can’t con- 
trol buyers. The Shipping Board can 
mismanage ships but it can’t misman- 
age shippers. Congress can repeal the 
profits tax but that doesn’t increase 
the profits. Mass action is a flivver, 
for the simple reason that it makes 
men expect that things will be done for 
them, whereas every sane American 
knows that it’s up to him to work and 
fight for his own success. 

Burton sums it up when he says, 
“Each individual must decide when it 


is time for him, personally, to go to | 


work on the new basis.” It’s not go- | 


ing to get you anything to wait for the | 


other fellow to start, much less will it | 


get you to wait for a whole parade ot | 
other fellows to start. It is up to you, | 


personally. The day you decide to go | 


to work on the new basis is the day 
you personally start toward the new 
prosperity, 





These High Days 
One salesman of the Matthews 
Electric & Supply Co., Birmingham, 
Ala., writes the following letter to his 
sales manager, M. G. Williams, telling 
how he thinks it should be done: 


“We have with us now the High 
Cost of Living. On Wall Street we 
have of world renown, High Finance. 
In the most Modern Power Compan- 
ies we have the use of High Pressure 
Steam, and High Tension transmis- 
sion lines. In a High Class house like 


Matthews we have—or should have | 


High Class salesmen.” 
The sales manager rises to state 
that he seconds the motion. 


































CABLE or CONDUIT HANGERS 


SOLD THROUGH THE JOBBER 





Distributing Agencies: 
SHARKEY & STIVERS, 2 Columbus Circle, NEW YORK CITY 
J. T. PEARSON CO., Dime Savings Bank Bldg., DETROIT, MICH. 
A. D. FISHEL CO., Illuminating Building, CLEVELAND, OHIO 
WHITE & CONVERSE, Met. Life Bldg., MINNEAPOLIS, MINN. 
A. F. DOUGLAS, 108 Prefontaine Pl., SEATTLE, WASHINGTON 


MINERALLAC-FLECTRIC COMPANY 


1045 Washington Boulevard Chicago, Illinois 




























The 
best 
electric 
iron 
being 
made 
today 






















Aunbeam 


Quality Hand Iron 
ii 


Costs more to produce than any other iron, and it gives a 
service accordingly—it is beautiful beyond description. 


CHICAGO FLEXIBLE SHAFT COMPANY 
5618 Roosevelt Road, Chicago, II. 
30 Years Making Quality Products 
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REG.U S PAT OFF 


Electrical 
Tools 


Comprise a wide variety 
of Linemen’s and Electri- 
cians’ tools—Pliers, Nip- 
pers, Screw Drivers, Auger 
Bits, Climbers, Connec- 
tors,BuffaloGrips,Havens’ 
Clamps, Tool Belts, Climb- 
er Pads and Straps, Lag 
Screw Wrenches, etc. 















































“Red Devil” Tools have a 
quarter century’s reputation for 
strength, durability and perfec- 
tion of workmanship behind 
them—that is why they go 
strong with consumers. 


The complete tool catalogue and trade 
price list are yours for the asking. 


SMITH & HEMENWAY CO., Inc. 


Manufacturers of “Red Devil’ 
lectricians’ Hand Tools 


266 Broadway New York, N. Y- 
































Oo ae aoe 


~ More Washing Machine Sales 


(Continued from page 10) 


helping them in every way possible 
from the standpoint of credit, ete. 
This jobber already has established 
several of these stores with excellent 
success. 


The wholesale salesmen of this 


| jobber then will work with the newly 


established dealer in the regulation 


| manner. 


The fact that motor-driven and 
heating appliances must be segregated 
entirely from supplies is fast becom- 
ing recognized by jobbers. To suc- 
cessfully merchandise washing ma- 
chine sales promotional work must 
be done and this job must be relegated 


_ to a specialist who can spend his en- 
| tire time on the single task of mer- 
| chandising this appliance. 


Manufacturers are spending for- 
tunes in an effort to educate the 
housewife to the advantages of the 


_ electrical washing machine, in help- 
_ing the dealer advertise and display 


his wares and removing all obstacles 
from the path of distribution and it 
is for the jobber’s salesman and the 
jobber’s washing machine specialist 
to capitalize on these endeavors in his 


| behalf. 





The third subject to be considered 
in the marketing of washing machines 
is the field for their sale. A blind 
man could see the opportunities for 
the jobber who will put his. shoulders 
to the wheel in this business. 


To begin with there are 105,683,- 
108 people in the United: States rep- 
resenting almost that number of pros- 
pects either in the present or in the 
future. Housing these people there 
are 20,481,700 dwellings, 6,291,160 
of which are wired. Only 2,500,000 
washing machines are in use at present 
leaving 3,791,160 prospects to work 
on in wired homes and long before 
these prospects are all sold a goodly 


| number of the 14,190,540 unwired 


| homes, nearly 5,000,000 of which are 


in territory covered by central sta- 
tions, will be wired and awaiting a 


| washing machine salesman to place a 


washer in each one. 

The washing machine industry 
started in 1909 in which year the ap- 
proximate total business amounted to 


| $225,000, whereas in 1920. washing 
_ machine manufacturers did a total ag- 


gregate business of about $85,000,000 
representing the sale of some 700,000 
machines. 

The practicability and popularity 
of the time payment plan has been 
proven in the piano and phonograph 
field and the continuation and exten- 
sion of this plan (which is bound to 
be) will put the electrical washing 
machine within the reach of nearly 
every household. The majority of 
housewives can afford to invest $10 a 
month in a washing machine after con- 
sidering the following figures: 

Cost of Doing Washing 


Old Method 
Raion 5 $3.00 
CE Fok nsec: 16 
TOONS So his icc .80 
EC SS icthninciretacainnies 15 


Total cost, weekly....$4.11 
Total cost, one year 
k New Method 
Electric current 


Soap 


$213.72 





Total cost, weekly....$0.20 


Total cost, one year $ 10.40 





$203.32 

As a good washing machine can be 
bought for $175 it will be seen thai 
in the first year the washing machine 
not only pays for itself but leaves 
$28.32 for the housewife to spend on 
little luxuries. 

It has been estimated that a 
washing machine adds 191 eight- 
hour days to the housewife’s year and 
that the field is but 5.9 per cent 
saturated. The reader can draw his 
own conclusions here. 

Electricity is becoming such a 
vital necessity in the home that it 
will not be many years before the 
per capita expenditure for electrical 
necessities will be increased from $18 
(the figure for 1920) to $100. In the 
meantime — and, thereafter — enter- 
prising jobbers and jobbers’ sales- 
men can reap a harvest on the sale 
of electric washing machines. It 
would seem that to successfully and 
profitably merchandise washing ma- 
chines it is but necessary to adopt 
the correct plan of distribution and 
then work it to the limit. “As ye 
sow, so shall ye reap.” 


Saving in one year........ 
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The Old-Timer’s Pal 


The youngsters in the gang may 
experiment with this or that tool 
—but tucked away in the old- 
timer’s belt, you'll always find 
Klein Pliers. The man with the 
sprinkling of gray in his hair just 
says, “Klein’s, please!” to the fel- 
low behind the counter. 


And it’s easier to say “Klein’s” 
now—a big cut has been made in 
the price of Klein Pliers—and 


lie! 


LE] 





we've made it big enough to cover 
the expected drop in material cost 
for the next six months—to pro- 
tect the “old-timers.” 


And of course the fine quality, 
the rigid factory inspection—and 
the absolute guarantee against all 
defects in manufacture—are the 
same that have made Klein Pliers 
standard for over fifty years. 


This is No. 7 of Klein’s campaign to your 
customers. It is getting over! Sales have grad- 
ually increased in spite of the pessimists! Tell 
that to the next joy-killer you see—figures don’t 


& Sons 


Chicago [1].U.S.A. 
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MANUFACTURERS 











Trico Fuse Mre. Co., Milwaukee, 
Wis., has issued a new circular on its 
renewable fuses. A partial section of 
this fuse is depicted, showing every 
detail of its construction and pointing 
its superiority over other types. A 
novel feature of the “Trico” is an indi- 
cating tag, which keeps the rating of 
the renewal element in plain view out- 
side the outer fiber casing. This pre- 
vents errors in assemblage and is also 
a big aid to inspectors. 


At a Recent MEETING of the stock- 
holders of the Batterman-Truitt Co., 
730-738 W. Monroe St., Chicago, the 
firm name was changed to the Autovent 
Fan & Blower Co., in the belief that a 
corporate name indicative of the prod- 
ucts as manufactured by the company 
would be more beneficial to both its 
customers and itself. 
ture, sales and distribution of its well- 
known line of “‘Autovent” fans, “Au- 
tovent Louvres” and “Uniblade” blow- 
ers will be carried on under the same 


The manufac- 


supervision as heretofore, as no change 
whatever has been made in the person- 
nel or management of the company. 


J. M. Smiru, sales manager of the 
Ivanhoe-Regent Works of General 
Electric Co., Cleveland, Ohio, died 
suddenly on August 24, in the office of 
William E. Gray, electrical contractor, 
Utica, N. Y. 
nent in the lighting business, having 
become identified with this field when 
it was still in its infancy. He accepted 
a position with the Thompson-Houston 


Mr. Smith was promi- 


lamp factory at Marlborough, Mass., 
in 1899, and remained there until the 
company merged with the Edison in- 
terests. He then became connected 
with the Columbia Lamp Co., St. 
Louis, and in 1903 joined the Buckeye 
Electric of the National 
Lamp Works. He was placed in 
charge of the district offices in Phila- 
delphia and remained a 

representative for nine years. 


Division 


Buckeye 
During 
this period he made an enviable repu- 








tation, his biggest work having been in 
connection with the illumination of 
textile mills in the Philadelphia dis- 
trict. In 1912 he left the Buckeye 
Division to become a sales representa- 
tive of Ivanhoe-Regent, and in 1918 
was appointed to the position of sales 
manager of that company, which posi- 
tion he held at the time of his death. 
Mr. Smith was one of the best known 
and most popular men in the electrical 
industry. He was an active member of 
the Illuminating Engineering Society 
and had been a director of the Elec- 
trical League. 


A New “TasseL” Pive will shortly 
be placed on the market by Robert J. 
Ward & Co., 206 S. 13th St., Philadel- 
phia, Pa., designers and manufacturers 
of lighting fixtures. This device is to 
be placed at the bottom of a chandelier 
as a plug attachment, to which may be 
attached a toaster, percolator, lamp or 
other electrical appliance where an ex- 
tra plug attachment is desired. 


A Freep Turoveéx Swirtcu designed 
to harmonize more closely in shape, 
size and contour with the wire con- 
nected through it has been placed on 
the market by the Beaver Machine & 
Tool Co., Inc., Newark, N. J. The 
chief advantage claimed for the Beaver 
Feed Through switch is that its mech- 
anism can be removed from the casing, 
connected and replaced after connec- 
tions are made, easier and quicker 
than any other switch of a similar char- 
acter. 


“WirinG Firtineés ror Business and 
Public Buildings” is the title of a new 
bulletin issued by the Russell & Stoll 
Co., 17 Vandewater St., New York, 
N. Y., in which are shown actual in- 
stallations of certain wiring devices in 
business buildings, such as offices, 
banks, libraries. Heretofore these fit- 
tings were built special at the instance 
of construction engineers and archi- 
tects of the country, who sought fix- 





tures having definite characteristics 
not obtained with standard fittings or 
at least not in the required quality of 
construction. This has led to the adop- 
tion of certain of these special designs 
for quantity production and thinking 
to extend the use of a number of these 
fittings, the company has issued the 
above publication to show how they are 
especially suited to this service. One 
illustration shows a fan plate, which 
carries the outlet box and receptacle 
and is provided with a flush cover that 
may be inserted when the fan is de- 
mounted. The plate is installed flush 
with the wall surface and finished to 
correspond with the wall. Thus, a 
mounting device is provided, which 
carries the fan and provides for its 
connection, the mounting device and 
the short connecting wires and plug be- 
ing concealed by the base of the fan, 
and doing away with the usual un- 
sightly method of mounting fans. 
Many other illustrations 
shown of installations in such buildings 
as the Woolworth, Vanderbilt Hotel 
and Waldorf-Astoria Hotel. 


are also 


Wirth THE ResiGNation of Eugene 
Newnham as sales manager of the mo- 
tor department of the Robbins & My- 
ers Co., Springfield, Ohio, the com- 
pany announced the following changes 
in its sales organization, effective Sep- 
tember 1: W. W. Mumma, formerly 
sales manager of the fan department, 
becomes general sales manager, with 
jurisdiction over both fan and motor 
sales. A. J. Reed, of the motor sales 
department, who for several years was 
manager of the Cleveland branch, be- 
comes assistant sales manager of the 
motor department. F. W. Burmeister, 
of the fan sales department, becomes 
assistant sales manager of the depart- 
ment. Mr. Newnham has not yet an- 
nounced his plans for the future. 


A. C. Penn, Singer Bldg., New 
York City, sales agent for Wallace and 
Greist lamps, announces that he has 
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New Electrical Products Illustrated 








Another adaptation of the vacuum cleaner principle is found 
in the new “O. K.” vacuum brush now being produced by the 
O. K. Machine Co., Inc., Fort Wayne, Ind. It is so con- 
structed that it very light, weighing less than three pounds, 
and is designed for use on upholstered furniture, pillows, 
clothing, pool and billiard tables, in fact, everywhere but on 
the floor. This device is equipped with a motor-driven brush 
and operates on either direct or alternating current. A 
unique feature of its construction is that the self-cleaning 
dust bag or receptacle is contained in the handle. 











The new 1922 model of the A B C Electrical Laun- 
dress, it is announced by the makers, Altorfer Bros. The American Wiremold 
Co., of Peoria, Ill., embodies no less than 24 refine- Co., Hartford, Conn., has 
ments in construction. New features include an developed a bender espe- 
aluminum wringer with two-spring tension 12-inch rolls, cially adapted for bending 
instantaneous safety release, and nickeled adjustable : A Aes, ihe. 

: ° 7 ; : : its Wiremold. This is a very 
aluminum drain board; an improved wringer-control hail "ere a, 
mechanism with positive locking device that auto- mae tee which quickly 
matically locks the wringer in any of 20 different posi- and easily bends this type 
tions; the use of machine cut gears throughout; a of metal raceway to any de- 
threaded drain spout set at a 45 degree angle; a sedi- sired angle and radius. It 
ment drain groove in bottom of tub; the use of is especially suited for mak- 
aluminum rivets to attach tub to frame; a nutmeg push ing bends and offsets of 
button switch; and numerous other minor but vital bet- either regular or irregular 
terments. The new A B C is listed as Model 65E shape. The ease with which 
(“Armco” galvanized iron tube) and Model 66E (heavy it may be used is shown in 
copper tub). the accompaning illustration. 

















A new product of the Anthony 
Wayne Lamp Co., Fort Wayne, 
Ind., is a taper or candle lamp 
which has the appearance of a 
burning, white wax candle. The 
standard size of this lamp is one 
inch in diameter and 61%, inches in 
height, and is provided with a 
medium screw base to fit the 
ordinary lighting socket. It is also 
made in a variety of sizes with 
candelabra or miniature bases for 
Christmas tree or decorative light- 
ing. 
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The Bryant Electric Co., Bridgeport, Conn., has just brought 
out a new pull switch for use inside the canopy of ceiling 
or wall fixtures which has particular advantages and provides 
local control of lighting. The switch mechanism is mounted 
in a substantial molded insulation block of special design with 








Goiden & Co. 15 E. Van provision for attachment. Four different types of attachment 
Buren St. Chicago, IL, an- brackets are provided so that the switch can be mounted ip 
nounce a new low-price bell- the most appropriate manner on the fixture supporting tube, 
ringing transformer, to be depending, of course, upon the space available. A separable 


“bell-mouth” which can be readily fastened to the canopy, 
affords a guide for the passage of chain from switch without 
marring the appearance of the fixture. This canopy switch 
has a rating of 660 watts and is, therefore, particularly 
suited for high-power gas-filled or nitrogen type lamps. The 
accompanying illustrations show this device and method of 
installing same. 


known under the trade name 
“Golden.” This is a_ special 
form of transformer, being of 
the cylindrical type, and has a 
thoroughly insulating shell 
which eliminates porcelain and 
fiber bushings. 
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“AMERICAN BRAND® 


A WEATHERPROOF WIRE AND CABLES! 
HAS NO EQUAL 





“AMERICAN 


BRAND” 


Weatherproof and 
Bare Copper Wire 
and Cables 


Vill 


RESPONSIBILITY 


In the Choice of a Weather- 
proof Wire Good and Bad 
Fortune, Carelessness and 
Accidents Have too Much to 
Do With Weatherproof Wire 
Usage For All Men Even to 
Agree on the Superiority oi 
Any one Wire. 


But Place Responsibility 
Squarely Where It Belongs 
and SUPERIOR Quality 
“AMERICAN BRAN D” 
Weatherproof Wire Will Be 
Found Carrying the Load 
Every Day to Your Cus- 
tomers’ Greatest Satisfaction. 


Jobbers’ salesmen should 
send for samples of “Amer- 
ican Brand” wires and con- 
vince themselves. 


American Insulated 


Wire & Cable Co. 


CHICAGO 











“AMERICAN BRAND” 


WEATHERPROOF WIRE AND Castesi 
HAS NO EQUAL 








| completed his road organization and is 
in a position to co-operate with manu- 
facturers in the electrical and allied 
lines who desire to secure national dis- 
tribution of their products. Mr. Penn 
is prepared to offer more than selling 
service. His plan is to co-operate with 
the manufacturers so as to permit of an 
adjustment of prices which will result 
in a large turnover. Plans include 
general distribution of the lines han- 
dled and a vigorous, nation-wide cam- 
paign to stimulate sales. It may be re- 
called that on Jan. 1, 1921, Mr. Penn 
merged his interest in the lamp busi- 
ness with the Greist Mfg. Co., of New 
_Haven, Conn. Concurrent with the 
‘merger of Penn and Greist interests, 
'he became sales manager of the Greist 








organization. His sales force was con- 
|tinued for the purpose of providing a 
sales organization that would function 
| independent of the manufacturing end 
|of the business, so extensive in scope 


that it would be able to handle several 
lines in addition to the Greist prod- 


| 
‘ucts. Having now perfected this or- 


| ganization, the sales company is ready 
| to negotiate with manufacturers of 
| electrical and allied lines who are in a 
| position to turn out high-grade prod- 
ucts. Mr. Penn’s organization is ready 
to co-operate in devising plans as well 
| as financing the sales. 





Jewett Evectricat INstRUMENT 
Co., 1640-50 Walnut St., Chicago, has 
issued a pamphlet describing a new 
line of electrical instruments, especial- 
ly applicable to radio apparatus and 
supplies, which it claims is the only 
complete line of small panel mounting 
‘instruments in the United States 
|adapted for radio use. This new line 
includes radio frequency ammeters and 
ammeters and voltmeters for direct 
current and alternating current of 
commercial frequencies in a wide range 








of standard capacities. 


A New Circutar dealing with radio 
|apparatus was recently issued by the 
| Marshall-Gerken Co., Toledo, Ohio, 
containing illustrations of various ra- 
‘dio instruments produced by this com- 
| pany. Included among these are vari- 
ometers, both in cabinet type and for 
panel or table mounting; control pan- 
els; amplifier units; receiving sets, 
switch levers, etc. 


F. W. Price, who for several years 
}has been associated with the Apex 





Electrical Distributing Co. as southery 
district manager, has been promoted tv 
the rank of eastern district manager, 
taking in the territory of metropolitan 
New York, eastern Pennsylvania, Ney 
Jersey, Maryland, West Virginia and 
Virginia. R. H. Short, who has been 
associated with Mr. Price as assistant 
southern district manager, is now in 
charge of the entire southern district. 


THe NortH American Evecrric 
Lamp Co., St. Louis, Mo., manufac 
turer of “Nalco” and “Lite-O-Nite 
lamps, announces its removal to its 
new plant, Grand Ave., corner Hick 
ory St., where 20,000 sq. ft. of floor 
space have been provided. Thes: 
larger and more commodious quarters. 
together with the new equipment of 
the most modern construction installed 
by the company, will greatly facilitate 
the manufacture of its products. 


Asax Evectricat Speciatty Co., 
St. Louis, Mo., importer and manufac- 
turer of electrical specialties, has com- 
pleted arrangements with the I. A. 
Bennett Co., 112 W. Adams St., Chi- 
cago, for exclusive sales representa- 
tion in the following territory: Indi- 
ana, Illinois, Wisconsin, Minnesota, 
North Dakota, South Dakota and up- 
per peninsula of Michigan. 


Mipwest Merat Propvucts Co., 
Muncie, Ind., has purchased the manu- 
facturing end of the Kruse Electric 
Co., Ft. Wayne, Ind., and will take 
over the manufacture of its switch box 
hangers and lath holders. C. D. Petti 
grew is president and general manager 
of the Midwest company; W. A. Pum 
phrey, vice-president, and Dr. E. V. 
Simmons, secretary-treasurer. The 
company will continue its policy of dis 
tributing its products through the elec 
trical jobber. 


Davin C. Roseraut, formerly gen 
eral sales manager of the portabl: 
lamp department of the B. & K. Mfg 
Co., New Haven, Conn., has becom: 
associated with the Robert Findlay 
Mfg. Co., Inc., 222 5th Ave., Brook 
lyn, N. Y., in the capacity of genera! 
sales manager. Mr. Rosetahl is thor- 
oughly familiar with the lighting fix 
ture and portable lamp trade, having 
been identified with well-known manu 
facturers in this field for the past 1 
years. 
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Something 
Stirring 


Some people think that 
just because there is a 
promise of cool weather 
there won't be any big 
fan sales until next sum- 
mer. 


If you'll think about it, 
you can work up a lot of 
fan business, right through 
the fall and winter. 


In homes, a Peerless fan is 
as much a part of the 
household equipment as 
the vacuum cleaner. 


There's nothing like a fan 
for keeping the air sweet 
and clean in a sick-room, 
and on the zero days, a 
fan properly placed near 
the radiator or hot-air reg- 
ister will help wonderful- 
ly in keeping the rooms 
warm. 


People do not ordinarily 
think of these things. 
Neither do the dealers. 


You tell ‘em. 


The Peerless Electric Co. 
Warren, Ohio 


NorTHERN Exvectric Co., Chicago, | 


TIL, manufacturer of the “Service” 





| 


electric curling iron and the “Midget” | 


toy flat iron, has moved into larger | 
quarters at 224 N. Sheldon St. The | 
new factory gives the company more | 
than double its former floor space and | 
| equips it better to take care of its cus- | 
|tomers. It has just issued a very at- | 


tractive two-color mailing folder, 


| which is being sent to its entire list of | 


dealers, all orders received being cred- 
ited to their dealers’ jobbers. 


| 
'nated as Catalog C-1, is a new 23-page 
book being distributed by the Beards- 


lee Chandelier Mfg. Co., 216 S. Jeffer- 
son St., Chicago, III. 


is termed antique sand blast, high 
lighted, a new finish to the trade, 
which the company claims will not de- 
teriorate because neither sprayed paint 
nor bronze is used in its production. A 


supplement and Denzar catalog D-6. 


folder, illustrating and describing a 
number of products which have re- 
cently been added to its line, included 
among which are parking lamps, dash 
lamps, ete. 


At a Recent Meet NG of the board 
of directors of Hurley Machine Com- 
pany, Chicago, it was decided to in- 
crease the number of vice-presidents 
from three to five, Edward N. Hurley, 
Jr., and James A. McCoy being 


ated. John Proudfoot, who has served 
the company as assistant treasurer, 


was elected treasurer to fill the va- 


Mr. McCoy. The officers of the com- 
pany are now as follows: Chairman 
of the board, Edward N. Hurley; 
president, Neil C. Hurley; vice-presi- 


Thomas J. Casey, Edward N. Hurley, 
Jr., and James A. McCoy; 





Proudfoot. 


secretary, 
James A. McCoy; treasurer, John | 


“Home Ligutine Fixtures,” desig- | 


Many of the | 
fixtures illustrated are finished in what | 


new discount sheet has also been issued | 
by the company, applying to items list- | 
ed in Catalogs C-1, A, S-5 and S-5 | 


Tue F. A. Smiru Mra. Co., Inc., | 
183-187 N. Water St., Rochester, N. | 


Y., has issued a new jobbers’ price list, | 
which covers substantial reductions on | 
many items, particularly parking | 
lamps and Edison lamp connectors. | 
The company is also distributing a | 


elected to fill the vacancies thus cre- | 


cancy occasioned by the promotion of | 


dents, Myer Hurley, Alva J. Fisher, | 


| 











Increase 
' your vol. 
ume of sales 
; by selling 
the ready- 
selling 


BUHRKE 


ORIGINAL 


ONE-PIECE 
TOOL BAG 


Sales are easy — satis- 
faction sure. Buhrke 
Bags are made in one- 
piece — no stitches at 
the frame to rot or tear, 
and no sewed-in _bot- 
tom to fall out because 
of rotted or torn stitches 
—cheapest in the end 
because they are best. 





Illustrated Catalog, giv- 
ing complete descrip- 
tion, gladly furnished. 
Write for our jobbers’ 
proposition. 


R. H. BUHRKE CO. 


(Established 1877) 


1238-1250 Fullerton Ave. 


CHICAGO 
“The House of Quality” 
BELT BAGS STRAPS 
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“SERVICE” 


a 2 


A Top Notch 
Curling Iron 


HE “SERVICE” Combina- 

tion Curling Iron and Waver 
Rod is sold by thousands of deal- 
ers and contractors. 


Every jobber should carry it in 
stock to fill their orders. 


A high-class, guaranteed heat- 
ing appliance that sells at 
ONLY $4.50. 


Liberal discounts to jobbers. 


Write for descriptive matter today. 


NORTHERN ELECTRIC CO. 
224.N. Sheldon St. CHICAGO 











Gleason S Moning Boxes 




















The pioneers of our 350 varieties. 
Who'd be without them for 16 cents? 


Fancleye Specialty Company 


Boston, Mass. 














Jburgh, Pa., in writing to the trade 
states that “there has been a distinct 
improvement in the class of orders and 
| we appreciate this expression of con- 
fidence in the soundness of our advice. 
The present outlook is still more 
favorable. Practically all prices are 
stabilized, strikes have almost ceased, 
labor rates are still declining, building 
construction is progressing, there are 
less idle freight cars, hesitation to buy 
is disappearing and a general feeling 
'of confidence is taking its place.” Be- 
lief is further expressed that the 
Ww inslow Bill, carrying approximately 
| #500,000,000 for the financial relief 
of the railroads, will create cumulative 
business and will affect favorably 





practically all lines. 


Ropert Finptay Mra. Co., INc., 
Brooklyn, N. Y., is announcing that a 
decree has recently been handed down 
by the U. S. District Court, sustain- 
ing the validity of the Findlay com- 
pany’s designed patent on its No. 500 
fixtures. Action was recently taken 
by this company against the Hygrade 
Lighting Fixture Co. 





THe CutTLter-HamMMER SysteEM— 
“Safest in the World,” is the title of 
a 16-page, 81x11 booklet with a two- 
color cover, recently published by The 








Steet City Exvectric Co., Pitts- | 











IT’S PERFECT! 


Note the new way of assembling 


The BULLDOG 
KNOB 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself. 


You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co. 
Macomb, III. 




















| Cutler-Hammer Mfg. Co., of Mil- 
| waukee and New York. The booklet | 
illustrates and explains the new line 
‘of control apparatus, which has re-| 
| cently been developed by this firm for | 
juse with high speed newspaper 
presses. The Cutler-Hammer System 
provides for the driving, the control 
and the speed regulation of high speed 
presses under conditions of exceptional 
safety. Safety for the press operator 
1s assured by so designing the control 








equipment that both visual and audible | 
' signals are given before the press can 
| be started; these signals warn the men | 
working about the press so the ma-| 
chinery will not be unexpectedly | 
started, with resultant danger to the | 
workmen. All movements of the press | 
are controlled from push-button sta-_ 
tions, which are located so as to be 
convenient to the pressmen. The 
booklet also takes up briefly the C-H 
Dispatch Conveyor for conveying 
folded papers from the press to the| 
mailing room; the Electric News Bul-| 
‘etin, which gives simultaneous an-| 
nouncement of news in bulletin form 
at one or several different points un- 





BRUNT 
auauity PORCELAIN 








Knobs, Tubes, Cleats 


and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 
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You NEED THIS REMARKABLE BOOK 


— 
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: ge _—_— 


ne 
— 


Price $10.00 — 1,000 Pages 
Size 9x12 inches—Weighs 6 lbs. 


Sent on 10 days’ approval 


Electrical Trade Publishing Co., 53 West Jackson Boulevard, Chicago 
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A Fast Selling 
Christmas Specialty 


Now is the time 
to let your dealers 
know about this 
new electric taper. 
Properly displayed 
they will sell them- 
selves to the public. 
So neat and dainty 
in design they in- 
stantly attract the 
eye. Do not hesi- 
tate to stock up 
all your dealers as 
the demand by the 
Christmas trade 


will be big. 


Every salesman 
should carry a 
sample. 





Anthony Wayne Lamp Co. 
A.C. Mannweiler, Mgr. 
1016 Savilla Ave., Ft. Wayne, Ind. 






























“CENTRAL” 
Rigid Steel 
| CONDUITS 


The ease with which “Cen- 
tral” Conduit can be worked 
is demonstrated by the test 
illustrated above. The pipe 
was bent cold by hand. Our 
special heat treatment gives 
this remarkable ductility. 


‘‘Central White” ‘**Central Black’ 


(Galvanized) (Enameled) 


CENTRAL TUBE CO. 


PITTSBURGH, PA. 

















der control of a keyboard at some cen- 
tral location; the C-H Automatic 
Paper Slicing Machine which splices 
news printing paper without marring 
the printed sheet; the Type H Drive 
for paper calendars; Electric Lino- 
type and Monotype Pots; and Heating 
quipment for Mattrix Beds. 


Bieapon-Dwn Co., Chicago, I11., has 
just completed the installation of a 
large new glass blowing department, 


| which J. J. Bleadon, president of the 
| company, says is the largest of its kind 


n the world. It employs 25 glass 


blowers producing an average of 4,000 | 


glass electrodes per day. This de- 
partment consists of glass blowing 


equipment, vacuum tanks for exhaust- | 


ing electrodes, sealing equipment for 
sealing metal caps on electrodes and 
giass washing equipment. Most of 
the other departments have been ex- 
pended and fully equipped with every 
modern facility for making violet ray 
machines from the smallest fibre knob 
to the glass electrode. The coil wind- 
ing department consisting of 14 coil 
winding machines turns out 1,000 


coils per day. [n connection with | 


this department a new precess for im- 
pregnating both magnet and Tesla 
evils has been installed. ‘The new 
assembly department,” says Mr. 
Bleadon, “consists of 30 assemblers’ 
desks, each assembler doing highly 
specialized work. By this division of 


labor we are enabled to. manufacture | 


a highly accurate product at minimum 


production cost. It will be of interest | 


to jobbers to know that our enlarged 


shipping department ships an average | 


| of 1,000 packages per day to all parts 


of the United States.” The Bleadon- 
Dun Co. now has a force of about 
200 employees. 


Go.tpen & Co., Chicago, Ill., was 
recently organized to manufacture the 


“Golden”’ bell-ringing toy and special | 
transformers. Sales offices are located | 


at 15 East Van Buren street and the 
factory at 1228 Nelson street. The 


new concern will use the electrical 


supply jobber in the distribution of its | 


products. A. F. Golden is president of 
the company, M. Golden, vice-presi- 


dent and treasurer, and R. Zimmer- 


inan, secretary. 


NationaL Merat Moupina Co., 
Pittsburgh, Pa., is distributing a pros- 
pectus of its 1921 advertising cam- 
paign, Distributed among the pages 



















Quick to install 
Quicker to sell 









y | ete the Mechanic \ 
that likes to do a job 
quickly and well, there 
is no help like Pitts- 
burgh Standards. 


For the salesman who 
likes to get conduit or- 
ders quickly, and often, 
Pittsburgh Standard is 
an able ally. 


The reason—it reaches 
the job ready to install. 
The threads are clean. 
Patented Thread Protectors f 
4 eliminate running dies over ff 
A pipe ends and reversing coup- £ 
“ lings. P. S. sells. f 





P. S. speeds 
up your 
sales 


NAMELFE Dm 
[ PITTSBURGH, PA.) 
METALS CO! 





A yeer’s subcription to 
THE JOBBER’S SALES- 
MAN is the best dollar in- 


vestmer:t you can make. 











Every Business 


of consequence ongeht to have proper card 
REPRESENTATION. 


WIGGINS 
Peerless Patent Book Form Cards 


are used by many of America’s 
largest card users—suPeriority 
of engraving and the 
convenience of the boev 
form style ex- 
Mains why. 
Send for tab 
of specimens, 
detach them 








eral excellence 


The John B. Wiggins Company: 


Established 1857 y 
Engravers Plate Makers Die Embossers 


1108 S. Wabash Ave. 
705 Peoples Gas Bldg. CHICAGO 

















September, 1921 


THE sOBBER’S f@|SALES 





89 














PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 














Would YOU buy a SECOND-HAND 
CTRIC MOTOR at ANY price? 


you KNEW it to be as good as new? 

Wire us your inquiries. 

EGO Second-hand Electrie 
RY Motors Bought, Sold and 

ELECTRIccs” &chanced. 


CHICAGO, ILLINOIS In business since 1893. 
* 16th and Lincoln Streets Chicago, Ill. 

















ARMATURE SLOT WEDGES 


Made of Hard Maple 


For new and repair work. 


Cy 2 eS 
fy os 


Made to any specification. 
Send us your blue print or sample. 


T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 














are “at 








are facsimile views of the advertise- 
ments which will appear in the various 
popular magazines during the last half 
of the year. Suggestive copy for news- 
paper advertising is also shown for 
the benefit of jobber and dealer. Rep- 
resentative cuts of the company’s line 
of 
etc., are also given. 


conduit, metal molding, fittings, 


Tue Sun-Ray Merc. Co., Oshkosh, 
Wis., has published a new jobbers’ 
sheet, illustrating, describing and giv- 
ing prices and discounts on the Sun- 
Ray” electric heating pad. The Sun- 
Ray pad is finished in the finest quality 
of eiderdown, says the manufacturer, 
and is equipped with a 10-foot rein- 
forced cord and attachment plug, im- 
proved three-heat switch and sanitary 
washable cover. It is made for use on 
110, 220 and 32-volt circuits. 





| with 
when adding an additional gang. 





The “H & H” sectional wall case is the 


latest development of the Hart & Hege- 
man Mfg. Co., Hartford, Conn., of which 
illustrations are shown herewith. This de- 
vice involves an entirely new principle in 
its construction and, though built in two 
sections, possesses the strength and rigid- 
ity of a solid box. The sides are riveted 
to the ends and to accomplish the sec- 


tional feature, the box divides in the mid- | 


dle. By loosening two screws, the halves 
are separated, permitting as many spacers 
to be added as desired. Thus by means of 
a screw driver a single box with seven 
spacers may be easily converted into an 
eight-gang box. Each section of the box 


is carefully gaged with switches and plates 


does 
often occur 
The ey a 
let in the spacer holding 
screw on the next end; the 
screw hole just above the evelet is spaced 
for all standard devices. The value 
this “all-around” box lies in the facts that 
in addition to being a loom box, it can be 
used equally well for “BX” armored cable 
by using the “H & H™ clamp, and is equal- 
ly perfect when made up inte gangs as it 
is as a single box. The accompanying il- 
lustrations show the single box, the case 
partly open, a spacer and a single box and 


fitting perfectly, and thereby 
the that 


away 


inaccuracies 


the 


or 


receives 
section 


one spacer. 
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AMERICAN LINE 
\. MATERIALS CO. / 


CROSSARMS 
THAT. LAST 


PIN 13 


\f 


ASK YOUR DEALER 
| FOR OUR PRODUCT 


038) 40) 15 fe) 


ta) 
= 
Ly 
b 
eo) 
é 
< 
= 


/ 


/ Successor to 


AMERICAN CROSS- 
ARM COMPANY 




























POLES 


NATIONAL POLE CO. 


Escanaba, Mich. 


220 Broadway, 
New York 


2844 Summit St., 
Toledo, O. 


Rialto Bldg., 


San Francisco, Calif. 






















Cedar Poles 


Butt Treating 
Open Tank Process 


~ The Valentine-Clark Co. 
Spokane, Wash. 


Teledo 





Minneapolis Chicago 





















CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


Minneapolis, Minnesota 
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There are no conditions in first-class switch requirement 
and construction which are not fully met in Compro Cur- 
rent-Proof Switches. The fundamental features being the 
high degree of safety, interchangeable parts, simplicity of 
design, installation and operation. 


We manufacture all types of 
enclosed switches for all types 
of electrical circuits. 


COMPRO 


How’s Compro? 


'Sall Right 


The jobbers’ salesmen are 
being asked many questions 
these days and they are not 
sidestepping when any one 
asks: ‘‘How’s Compro?” 


Compro Current-Proof 
Switches are “all right” and 
you can say that with the 
firm conviction that neither 
the house nor you will suffer 
for the endorsement. 


We know what Jobber Ser- 
vice means and we mean 
what we say when we tell you 
that ““Compro” stands for 
Complete Protection. 


Write for our proposition—it is 
unusually attractive 


The Wadsworth Electric Mfg. Co. 


INCORPORATED 
Covington, Ky. 


Branch Offices: 


New York City 
30 Church St. 


Boston, Mass. 
176 Federal St. 


Pittsburgh, Pa. 
422 First Avenue 


Chicago, Illinois 
559 W. Monroe St. 


Current- 
Proof 


Switch 





on A B Cy undies 


WASHES =: - WRINGS =. - IRONS 


¥). 
‘). Y. 
+7 





170, with evectric iruners a 
ly backed? What other li 
he complete A B C line? 


What other nationally-featured appliance line includes electric washers at $100, $125, $135, $150, $155, and $ 
—to be operated by the washers—or at $170 with motor as dees the A B GC? What other line is more sound 
has had as many years of success in the industry? Are not these strong reasons why your dealer should sell t 


es Jobbers’ Salesmen! Sell Them 
the Complete Line! 


HAT’S the sense of a dealer tying up his chine, she wants to know why he didn’t sell her 

money in a medley of makes of wash- a machine like Mrs. Smith got. 

ing machines and ironers, having to 
advertise half a dozen names, having to sell half Now take the dealer who concentrates on one 
a dozen makes, having to order each make in full line. He has one maker’s name to advertise 
small lots and miss quantity discounts, having to and to talk. He can ride along on less capital 
clutter his store with signs, circulars and displays because less stock is required. His store is deco- 
of so many brands that it takes on the hodge- rated with one maker’s advertising on each type 
podge aspect of a 5 and 10 cent store and hav- of appliance. He can order machines in quanti- 
ing to carry parts to service all the makes he ties that get him the quantity discounts. He 

has fewer parts to carry. 


sells? 


When a prospect enters he can throw his 
whole heart into the sale of the one make. If 
he has the right line he has models at a big 
price range so that whatever the price the pros- 
pect can afford, he has a machine at that price. 


Then when a prospect enters, he has to walk 
on eggs in his talks, fearful of praising one make 
too highly lest the prospect incline toward an- 
other. Result: he doesn’t talk convincingly or 
enthusiastically about any one; the prospect 
doesn’t get interested; the sale goes by the boards. : 

: He gets the exclusive agency on that make. 
Other dealers can’t “razz” him by cutting prices, 
on the same make. When he advertises that 
make locally, he doesn’t benefit his competitors 
at the same time. 


And likely the dealer can't get the exclusive 
on any of the makes he handles—or if he does, he 
can’t hang on to it because he can’t give any one 
make enough volume to justify him being the 
only dealer in his town on it And he gets whole-hearted support from the 

maker of his complete line. 

If he sells Mrs. Jones one make, and Mrs. 

Smith another make, and they happen to be Sell vour dealers this idea and you will make 
friends, and Mrs. Jones has trouble with her ma- them better dealers. You will both profit by it. 


ALTORFER BROS. COMPANY 


PEORIA, ILLINOIS 
NEW YORK SAN FRANCISCO BRANTFORD, ONT. 
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EALERS find that electrical appliances which are equipped with 
R. & M. motors have a definite sales advantage. Such devices 
not only insure their customers reliable service and make for con- 
sistent growth of appliance sales, but the reputation of the motor 
gained through years of dependable service and extensive advertising 
has made it a quality mark for any machine upon which it is used. 


Whether the device is a new product or an old one of established 
reputation, if it is powered with an R. & M. motor it gains in sale- 
ability through the prestige of this motor which for a quarter of a 
century has been generally known as a quality product. And the 
jobber’s salesman, as well as the dealer, finds the motor an effective 
talking point when selling appliances which are R. & M. equipped. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO BRANTFORD, ONTARIO 


Robbins & Myers Motors 
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